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tough Proofs’ ‘Push Money’ Hit 
reas ran a tote cover iM] USE FTC Trade 
Practice Meeting 


clu ding Chicago. Maybe some- | 
dy should break the news to the | 
icture editor that the Big Ten is! 
‘Your Conference,’ 
FTC's Mason Tells 
Dye Industry Men 


ow the Big Nine. 
>, VF 


A new $100 Rolfs billfold is| 
de from the skin of the Jacare- | 
ga, but if you are prepared to} 
lank down the $100, plus sales 
x, you won’t have to pronounce; Wasuincron—First test of FTC’s 
new trade practice conference 
technique here Monday found the) 
household dye industry snarled 
|over use of “push money” and ex- 


~~ 


A young veteran anxious to} 
arn the agency business adver-| 


ses, “Opportunity, not salary, of pressions like “all purpose” and 
rst importance.” “all fabric.” — awihs 
| Ears burning from’ opinions 


Boy, you’re hired. 


| which at times became embarrass- 
ae 


ingly frank, the industry left Com-| 
It must have taken a lot of re-| missioner Lowell B. Mason’s office 
arch to determine the four items} after a full day’s debate with in- 
be featured in the retail glass | structions to file any further sug- 

roducts merchandising center in | gestions within 15 days. 
lock’s department store, three of} A small industry with very 
em turning out to be mirrors. definite problems, the household 
| dye group proved to be a good 
| subject for inauguration of Mason’s | 
the new adver- | ‘ ‘new relationship” of cooperation | 
of PM, the no} | between business and gov ernment. | 
investigators 


- oe 


“Tex” Frenkel, 
sing manager 


ynger adless daily, has newspa- | Primed by FTC 
rdom’s easiest job. His Media| who had determined the chief 
ecords linage curve has no place} evils in advance, the six _ 


| present were able to enter their 
discussions on tentative rules sub- | 
|mitted by two members—Park & | 
.. Hooper, were you listening} Tilford, maker of Tintex, and | 
be radio just now?” demands | Boyle-Midway, maker of Diamond 
ation WBBM. tints and dyes. 
Of course not—he only re-| 
arches it. 


so but up. 


7, V7 F 


Rit Hits ‘Push Money’ 


= oF | The first discordant note was| 
| ‘ly w Rit Products, | 
Art Nielsen says that no com-| Struck early when 
F subsidiary of Best Foods Corpo- 


hny can assume that its Custom- | 1 
s are its friends.— To prove the/| ation, dissented from the genera 


int, ask any strap hanger what | | assumption that advertising claims | 
P thinks of the subway. rather than sales practices require 
| most attention. 

With other firms suggesting 
The War Assets Administration|rules dealing with ‘“fastness, 2 
w has 24 advertising agencies. | “utility,” “safety,” “easy to use.’ 
it continues to grow in this di-| “guarantee” and other issues, the | 
ction, it may one day rival the| Rit delegation argued that use of | 


, @ © | 


merican Home Products Com-|‘“push money” ranks es the in-| 
pny. |dustry’s most unfair trade prac- | 
vv, | tice. 


“This infection, 


Fruehauf Trailer is doing a little | | portion to the size of the industry, | 


ail blazing in newspaper ads 
hich will feature delivery of a} 


igirl is paid by 
4 job to a customer in each pa- ‘actually she is paid by 
Pr’s territory. 


|facturer to push his brand, 
(A. M. Gilbert argued. 
Speaking of Elsie, Stuart Pea-| ee Seen ae ge Align Regen 
dy says, “We were alert enough | dustry ad come “to enter i 


” Rit's 


= Je 


e that we had hold of some-/|COMSPiracy to follow a planned 
hing.” course for the good,’ Commis- 
You mean udderwise? | sioner Mason served only as chair- 

|man, limiting all discussions to} 


Yee |those by the industry people. 

The average college girl, Na-| “This is your conference,” Com- 
ne! Advertising Service reports, | (Continued on Page 67) 

BS \ine sweaters, providing nine | 

ore reasons why Joe College is| 
reasing in numbers and en- 
usiasm. 

— oe oe 


in Ice Industry Drive. 
Ar advertising gal looking for | See Private Lines, Page 
describes herself as “‘young, | 62. Other features: 


lable, I.Q.’d.” ae 
ou’re young and good look- Ad-libbing 2 


| way of doing business and with | 
| the other hand aid organized co-| tions, 


out of all pro- | 
makes the customer think a sales | 


the store, when | 
a manu-| 


Collections drop... 


GOOD NEWS! 
To Our Dealer 
Friends: 


Even Though the O.P.A. has Removed the Price Ceiling 
on Soft Drinks -- Our Wholesale Price to the Trade, for 
the Present, Hos Not Been Raised 


You Can Stil! 


November 25, 1946 
Nickel’s 


At the Same 
Old Price of 


CCA, Other Co-ops 
Plan Magazine Ad 
Campaign: Cowden 


With the Same % 
Gof Gross Profit 


Drink @ Bite te 
fot of 10,284 
o'Clock 


den, president of the Consumers 
Cooperative Association, 


|officers here Wednesday the CCA’s 
|third five-year 
Dr. Pepper Bottling Co. 
of Richmond, Inc. 

LINE-HOLDER—Dr. Pepper Co., Jal- 
las, used this newspaper copy to an- 
nounce that it is firmly adhering to a 

hold-the-line price policy. 


Harper Attacks 
Co-op Research 


/ness volume to more than $100,- 
|000,000 yearly and increase the 
number of families 
‘served from 250,000 to 500,000. 

He spoke at the 18th annual 
meeting of the association, which 
'now numbers 1,015 member groups 
in Utah, Wyoming, Colorado, 
North and South Dakota, Nebraska, 
| Kansas, Oklahoma, Iowa and Mis- 
| souri, 

An institutional advertising pro- 
|gram in all areas the association 

t ANA M fi serves probably will be extended 
a ee Ing bron son This was revealed by 

. Cowden, who explained U. S. 

Cuicaco—“You cannot represent | ‘cenaies groups plan to finance 
yourselves on the one hand as/a nationwide magazine ad cam- 
‘adherents of free enterprise as a/| paign to counteract statements be- 
ing put out by opposing organiza- 
chief of which is the Na- 
operative research against Hooper, | tional Tax Equality Association of 
Nielsen, Starch and others,” | Chicago. 
Marion Harper Jr., vice-president | 
|in charge of research, McCann- | 
| Erickson, New York, told midwest- Mr. 
ern members of the Association of 
| National Advertisers in a largely- 
off-the-record talk Nov. 20. 

Mr. Harper expressed “disap- 
pointment” in advertising’s coop- 
erative research activities and op- 
position to “any so-called ‘Audit | 

(Continued on Page 65) 


Hits Tax League 


Cowden told of efforts to 
check legislation aimed to curb the 


“The fight in Kansas and other 
states against cooperatives,’ Mr. 
Cowden declared bluntly, 
being made because our opponents 
honestly believe cooperatives and 

(Continued on Page 66) 


Last Minute News Flashes 
LBI Schedules First Consumer Copy 


NEw YorK—First consumer advertising of Licensed Beverage In- 
| dustries, Inc., over-all association of the liquor 
will be a black-and-white bleed page early in December on 
|of a great American industry,” in American Legion Magazine, Col- 
lier’s, Cosmopolitan, Liberty, Life, Newsweek, Redbook, Time and 
U. S. News. It will emphasize economic contributions of these in- 
dustries since repeal on Dec. 5, 1933. Further ad plans have not been 
determined. Walter M. Swertfager Company is the agency. 


Jewelry Industry Pledges $420,000 for Drive 

NEw YorK—The recently organized jewelry industry council already 
has received pledges totaling $420,000 annually for three years from 
4,000 members thus far signed among retailers, manufacturers and 


“The birth 


|others. Part of the fund, which is expected to be much larger, will 
go for an advertising campaign to help the industry hold wartime 


sales gains. An agency has not been chosen. Cecil D. Kaufmann, 


| Kay Associates, retail jewelry chain, is chairman and Albert E. Haase 
| Managing director. 

Bear Brand Hosiery Appoints Tatham-Laird 

| CHicaco— Bear Brand Hosiery Company has appointed Tatham- 
Laird, Inc., to handle its account. The agency will engage in an in- 


tensive merchandising study of the hosiery field—in which Bear Brand 


A Admen Coming Back 57; has been a prominent figure for 54 years—before embarking on a 
§, .on’t worry about the I.Q. | Coming eee Ae ea 42| national ieastlalde program. 
' 7 9 | Department Store Sales 60 

‘Sveet are the uses of advertise- | Editorials 12; Brach Candy Names George H. Hartman Agency 

ent’ is not what Shakespeare Feature Page rf CuiIcaco—E. J. Brach & Sons, Inc., maker of Brach’s Chocolate Party 
id, but John Kieran insists that | fnformation for Ad i |Mix (AA, Sept. 9) and other candy products, has appointed the 
P would have said it if he had/| ™ Washington tae George H. Hartman Company to handle its account. Hill Blackett & 
Upht of it. | Obituaries Co. and Arthur Meyerhoff & Co. previously handled portions of the 

| Photographic Review 69 | account. . - 
Copy CUB. | Voice of the Advertiser 58 | (Additional News Flashes on Page 71) 


| Kansas Crry—Howard A. Cow- | 
| 1ca’s candy counters. 


intro- | 
| duced to nearly 2,000 members and | 


Power Fades as 
Candy Goes to Six Cents 


Makers Can't Stem 
Tide; Bottlers Try 
to Hold the Line 


CuiIcaco—The 
of the nation’s 


nickel, once one 
top units of pur- 
chasing power, was. threatened 
with economic anonymity this 
week as signs announcing new six- 
cent prices began sweeping Amer- 


While there appeared to be no 
concerted move on the part of 


}candy manufacturers to take any 


plan, which if} 
|realized will quadruple its busi- | 
‘ity that they 
now being} 


stand on advances in retail candy 
prices, many bottlers of soft 
drinks declared with some asper- 
were digging in to 
hold the five-cent price line. 
Most manufacturers of five-cent 


| candy bars agreed that they would 


prefer to see the five-cent retail 
price maintained, but they also 
declared that they were powerless 
to dictate to retail dealers prices 
demanded for candy bars. Dealer 
connections through jobbers and 
wholesalers, they said, are so di- 
versified as to make almost im- 
possible any effective suggestion 
or plea for maintenance of five- 
cent prices. 


One Prefers 10-Cent Market 


One major exception to ex- 
ponents of the five-cent market is 
Curtiss Candy Company here 
which told AA frankly that it 
would prefer to see a 10-cent mar- 
ket for candy bars. Although Cur- 
tiss has its own distribution sys- 


|tem, it admitted that it had raised 
| its factory prices on 24-bar boxes 


cooperative movement in the U. S. | 


“Ss no}. == : 
| distribution are 


by about 10 cents compared with 
a four to eight cent rise by other 
manufacturers. 

The major portions of Curtiss’ 
in southern and 
southwestern sections of the U. S., 
with only spotty distribution in 
eastern areas. 

Whatever manufacturers might 
feel should be done, it appeared 
that they would make no moves 


| through the National Confectioners 


and wine industries, | 


Association, Chicago, which said 


American Home 
Foods Drops Show 


New YorK—American Home 
Foods is dropping its “Give and 
Take” audience participation show 
on CBS Saturday 11:30 a.m. to 
12 noon, EST, but Columbia has 
filled the gap with a new program 
for the Sheaffer Pen Company. 

“Give and Take,” heard for Chef 
Boy-Ar-Dee_ foods through Mc- 
Junkin Advertising, goes off 2fter 
its Dec. 28 broadcast. The sponsor 
has no replacement show in mind, 
AA was told, and probably will 
divert this part of the Chef Boy- 
Ar-Dee budget to other media. 

Sheaffer Pen, which sponsors 
Carmen Cavalle: half-hou1 
show on NBC Sunday afternoons, 
has signed through Russel M 
Seeds agency to put an “Adven- 
turers’ Club” program on the full 
CBS net starting Jan. 11. The 
show will originate in Chicago 
and feature the dramatized ex- 
ploits of the Adventurers’ Club of 
Chicago. 
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that it had planned no interfer- 
ence in the present price trend. 
Part of the reluctance was ob- 


viously due to fear that any group 
move might be considered an in- 
fringement of anti-trust laws. 

While various makers of cnew- 
ing gum, including Clark Brothers 
Chewing Gum Company, Pitts- 
burgh; Leaf Gum Company, Chi- 
cago, and American Chicle Com- 
pany, New York, have announced 
price increases of five cents on a 
box of 24 packages, Wm. Wrigley 
Jr. Company declared firmly that 
it would not increase its prices, 
and that it would through national 
advertising call the public’s atten- 
tion to the fact that Wrigley’s gum 
prices had not been increased. 

Phil Wrigley told AA that 99% 
of Wrigley’s wholesalers 
maintaining their prices to re- 
tailers and said that he expected 
the percentage to remain aboui ihe 
same despite the added work for 
wholesalers in billing customers at 
varying prices. 


are| 


root beer has been advanced to six 
cents at retail. Charles E. Hires 
Jr., president, pointed out that the 
Hires bottle contains 12 ounces. 
“Our experience in 1921. when it 
was necessary to raise prices, be- 
cause of the runaway sugar mar- 
ket, indicated that sales were not 
greatly affected,” he said. “The 
price of beverages such as ours in 
Canada for the past few years has 
been seven cents and still the de- 
mand cannot be satisfied because 
of sugar restrictions.” 

Hires plans ‘tno large amount of 
advertising to the public at this 
time, as we have hopes that the 
sugar situation will ease by spring 


and make possible a return to the | 


five-cent price throughout’ the 


| country.” 


Charles E. Hires Company,| 


Philadelphia, told AA that Hires 


Hold Price Line, Bottlers Told 


Meanwhile, at the opening ses- 
sion of the American Bottlers of 
Carbonated Beverages at Miami, 
Fla., recently, soft drink makers 


,and retailers were strongly urged 


to do everything possible to main- 


|tain the five-cent level. J. W. 


> 


| Milner, president of the associa- | 


tion, declared that the five-cent 
drink has been the cornerstone 
of the industry, and that any 
change should be based only on 
the greatest urgency. 

Derarture from the five-cent 
price, he said, would make return 
to that price highly difficult. It 
would also mean, he added, a 
serious reduction in sales. 


Tom F. Green, sales director of 


the Grapette Company, Camden, 
Ark., bottler, told AA that 
would continue to support 
stand that the 
should be maintained. In ADVER- 
TISING AGE, Nov. 18, Mr. Green 
declared that his company had 
been absorbing increasing costs 
so that the consumer might con- 


his 


tinue to purchase Grapette for a. 


nickel. 

The Dr. Pepper Company, Dal- 
las, told AA that “Dr. Pepper 
Company has not raised the price 
of its product,” but it made no 
mention of the likelihood of future 
increases. 


Coca-Cola bottlers in Hartford, 


“But | WANTED the lowa Territory!’’* 


No wonder he wants the tremendous spending 


power of Urban Iowa! And it’s easy to get... 
with the Des Moines Sunday Register! Here's 
a unique newspaper with 70°c coverage of a 


state-wide urban market... one of the nation’s 


top 20. Put Metropolitan lowa on your list— 


at a milline rate of only $1.47—with the 


Des Moines Sunday Register! 


*31,588 people spent $110,154 to see eight performances 


of “Oklahoma!” 
box offic ¢€ 


Des 


anvu he re 


mn 


for a 


rec ords 


Moines—breaking all existing 
legitimate 


THE DES MOINES 
REGISTER ann [TRIBUNE 


covering Metropolitan lowa 


A STATE-WIDE URBAN MARKET RANKING 


AMONG AMERICA’S FIRST 20 CITIES 


theater 


ABC Circulation Sept. 30, 1946: 
Daily 362,682 — Sunday 475,461 


Nationally represented by Osborn, Scolaro, Meeker & Co., New York-Chicago-Detroit-Philadelphia 
And George D. Close, Inc., San Francisco—Los Angeles—Seattle 


he | 


five-cent price) 


Advertising Age, November 25, 
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has increased more 
than 50% in the 
last 5 years! 
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Tedey.....08 Yesterday... Your Best Beverage Velue! 
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BREAKING THE NEWS — Full-page 
newspaper copy announces that Pepsi- 
Cola drinkers can expect to pay more 
than a nickel in the future. The new 
price isn't mentioned, however. 


Conn., and Harrisburg Pa., an- 
;nounced in local advertising that 
i**though price ceilings have been 
|}removed we have not raised the 
| wholesale price of Coca-Cola.” 


Pepsi-Cola Hints Rise 

| Pepsi-Cola, which with larger 
| bottles presents a possibly greater 
| problem in handling, paved the 
| way for price increases by full- 
|page newspaper copy in the 


| Wichita Eagle Nov. 7, announcing | 


| that Pepsi-Cola was being forced 


through about 50% over-all in- 
creases in production costs to 
'“folow the lead of practically 


every other commodity and make 
an increase in price.’’ The copy did 
not mention an actual price. 
Although a Chicago spokesman 
'for Pepsi-Cola Company declared 
that it is not yet in a position to 
| reveal a new retail selling price, it 


_ing sold in some areas now at six 
;cents per bottle. Pepsi-Cola is be- 


ing sold to dealers in western and | 


midwestern areas at about 96 cents 
/per case where the previous price 
' was 80 cents. 


One outlet for five-cent confec- | 


‘tions where there is certain to be 


no increase in prices is the auto- | 


matic vending machine. Nathaniel 
Leverone, chairman of the 


|the vending machine is n 
'competition with retail store 
| operates 


is believed that Pepsi-Cola is be- | 


board | 
jof the Automatic Canteen Com- 


in areas or loc 
where it would be otherwis 
practicable to sell candies an 
fections. 

The present situation whee j) 
creases in retail prices are bi 
ing more widespread is 
_temporary, Mr. Leverone sai 
| added that he felt that when 
| plentiful supplies become 
lable, prices will automa’ 
drop to former levels. 


Buyer Resistance Grow 


Buyer indignation over th: 
|cent prices now being posted 9, 
;numerous candy counters 
|more prevalent in eastern 
| AA learned late this week, 
| was also felt in midwestern areg 
and in extreme western sections 

Present margins for retailers ar 
|greater than they have been fo 
years with the advent of the six 
cent price. Most nickel cand 
bars are set by the manufacture 
at prices ranging from 64 to 6 
cents for boxes of 24 bars. Th 
present manufacturer increas 
raises the bulk of these by abou 
four cents per box of 24. Whil 
there appears to be considerab] 
variance in wholesalers’ prices | 
retailers, it is generally believe 
that the retail margin has been yr 
| duced by about the extent of th 
| manufacturers’ increases. 

Retail candy dealers are incline 
to justify the jump of 24 cents i: 
| crease On a gross of candy bars | 
| the increased cost of daily opera 
tion and also by the fact tha 
there is hardly any way they car 
escape a rise of a minimum of oné 
cent a bar. The only alternative 
they say, is unit sale of two « 
three bars which appears to b 
| unsatisfactory from both the cus 
tomers’ and retailers’ standpoint 


ut 


ie] 


{ —_———__—___ 


| Airs Orange Bowl Game 


Gillette Safety Razor Company 
Boston, through Maxon, Inc., Ds 
troit, has signed with the CBS! 
sponsor a broadcast of the Ne 
Year’s Day Orange Bowl gan 
next Jan. 1 on the full CBS ne: 
work. This will be the seven: 
| consecutive year Gillette has spon 
sored the Orange Bow] bruadcas’ 


pany, Chicago, told AA that vend-| N, Y, Trust to Hoyt 


ing machine operators will obvi- 
ously have to absorb any increase 
by manufacturers and wholesalers. 

He pointed out that, generally, 


The New York Trust Compan) 
| has appointed the Charles W. Ho) 
Company of that city, effecti\ 
gan, i. 


THAN IN ANY OTHER 
OUTDOOR MAGAZINE 


MORE ADVERTISERS 
USE MORE SPACE 
IN 
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| These 10 homes recently bought appliances ...7 are Wage Earner Homes—which? 
Vere 
tha ( Inswers below:) 
ative 
VO 
° Above are pictures of Syracuse homes taken by photographer Lou Waters of Syracuse. 
U hd . . . ‘ y . . ‘ , > 
ie WHO'S DOING THE BUYING? WAGE Can you pick which are wage earner? Which are white collar? Mr. Waters had trouble. 
EARNERS, OF COURSE! 72% OF MY too. He wrote us: “Something wrong with those addresses you sent me, some of the 
APPLIANCE SALES GO TO WAGE homes marked Wage Earner looked like top executive homes, so | didn’t take them.” 
me ! ‘ ‘ . ‘ 7 
sien EARNERS! | COULD HAVE TOLD YOU But there was nothing wrong with the instructions we sent Mr. Waters. He should 
Dd THAT WITHOUT A SURVEY! have photographed these homes. A. S. Bennett & Associates had obtained the ad- 
7 dresses from recent cash customers of Syracuse appliance dealers. (For we recognized 
aa appliances as the “seeds” of other sales... groceries go into refrigerators, and on 
“ne stoves: rugs go under vacuum cleaners: shirts and linens into washers and under irons, 
ae etec., etc.) 
Spo 
dea So among other things researched were addressee’s occupation, age, magazine readership, 
eic. We were on sound ground, Our test showed 7 out of 10 were Wage Earners. 
Today's Buying Majority are Wage Earner families. Naturally. Civilian employment is 
j ying J : c 3 p20} 
ome now at an all-time high, with take-home pay and spendable money (as well as savings ) 


all well above pre-war levels and Wage Earners have more wartime savings than 


ever before. 


_ ae 
5. A: Lee, Proprietor 
Lee’s Furniture Store, Syracuse, N.). 


So here are the pictures—a typical cross-section of those who are doing the buying. 


Pictures of Wage Earner homes are: (1) Chemical plant worker: (2) Mason: (6) 
Plant foreman: (7) Heavy duty chauffeur; (8) Steel worker: (9) Blue print operator; 
(10) Grocery clerk. Pictures of white collar homes are: (3) Electrical engineer: (4) 
Lawyer: (5) Superintendent of Chain Stores. 


You who want sales volume—and volume sales—look to the nation’s Buying Majority. 
Whether it’s electric, perfumed, or flavored, sell it to Wage Earners of America. Tell 
them, sell them. in TRUE STORY. which concentrates among Wage Earner families 
where service magazines and weeklies are seldom read. 


“WHO ARE MY BEST CUSTOMERS? 
THE BEST PART OF MINE, THOSE 
WITH CASH ON THE LINE, ARE WAGE 
EARNERS. YOU CALLED ON THEM, 
SO YOU KNOW.” 


a 


_ WAGE EARNERS — 
‘ARE DOING 


THE BUYING 


EK. B. Walmsley, Manager 


4 Tuttle Sales Corporation, Syracuse, \. 
| 4 : > Af 
RUE roms 


FOR NEARLY 3 DECADES, THE FAVORITE MAGAZINE OF WAGE EARNERS—THE GREAT NEW MIDDLE MARKET OF AMERICA 
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4 Advertising Age, November 25. gy 


Continuing Study president, pointed out that a con- ticipants. A manual also will tell|Flintkote Company, who Coty Warns FIC 


|tinuing survey, recently launched | ‘“‘How to Run a One-Day Direct} the DMAA prior to the war. 
7 + under the direction of W. D.| Mail Clinic.” | Tracy-Robinson here has been | 
of Direct Mail Molitor, Edward Stern & Co.,,; Panel material will be prepared | named public relations counsel of 


Pianned by DMA |Philadelphia, will be intensified | showing how direct mail can aid | the association. Rule Would Halt 


/during 1947. |seven different groups of manu-| - a 
New York—An expanded pro-| The annual 50 Direct Mail|facturers and retailers, and | . “113 | 
gram of work for 1947, with em-| Leaders competition will be pro- monthly reports will be issued on | Appoints Phillips ° ’ 
phasis on direct mail research,’ moted more vigorously to offer | each category. ae J. ee Jr., recently | irm § rug a es 
was announced at a special meet-| advertisers, agencies and media a; Mr. Mayer presented a plaque |released from the Army, has been | 


: g are pao ) ce asi |appointed assistant general sales 
ing of the Direct Mail Advertising! practical interchange of direct; to Howard Korman of McCann- | anager of Pacific Mfg. Corpora-| WASHINGTON—Coty, Inc., warne; 


Association here Nov. 20. mail information. A speakers bu-| Erickson, immediate past president tion, Cleveland, producer of room-|this week that it might have , 
Edward N. Mayer Jr., of James|reau has been established and a|of the association, and a desK|size “package” air conditioning stop selling to about 25,000 smaj 
Gray, Inc., New York, DMAA manual prepared to guide the par-| writing set to L. Rohe Walter, |! units. ‘drug stores if the FTC goes 


‘through with plans for an orde; 
‘against the firm’s present method 
|of using demonstrators. 

With FTC insisting that thes 
|services be available to all oy. 
lets “on proportionately = equa/ 
terms,” the company argued tha; 
“counseling service” at selected 
stores benefits all Coty outlets 
since consumers generally replen- 
|ish their supplies at a nearby 
source. 

Coty saw “no clamor” agains 
its demonstrator system. “On the 
contrary, intelligent merchant 
| recognize that a great part of 
demand for fine toiletries whic 
| they enjoy in their stores is pa) 
| tially due to education, informa 
tion and counseling services ac- 
quired by consumers at. toilet 
'goods centers through trained 
| demonstrators.” 


One of Six Cases 


With one demonstrator case 4! 
ready decided against Elizabet 
Arden, Coty faces an uphill fig 
to beat the commission argument 
that it violated the Robinson-Pat 
man Act by providing demo: 
| strator services for only about 2(/ 
of more than 25,000 outlets. 

Along with five other cases, 
volving Richard Hudnut; Elm 
Inc.; Charles of the Ritz; Prin 
rose House and Bourjois, it wil 
shortly go before the commissio! 
for final argument. 

To make a law like the Robi 
|son-Patman Act workable, Cot 
contended, business men have ! 
depend not only upon their oy 
/common sense but also upon } 
|judgment of the administrati 
| agency entrusted with it. 


You’ve got to make calls | Must Keep Demonstrators 


Coty argues that FTC raises | 
| dilemma of either closing demo! 


if | 
W stration accounts or to stop sé 
f you ant to get RESULTS! | ing to about 25,000 small dru 
e stores, or use the system of leasin 


space. 
“Inasmuch as some direct con 
An opportunity that stares at you just can’t be shied away from. How else can you hope '_petitors are selling only to a lin 


| ited number of the most importati 


ever tocut that melon? FARM JOURNAL presents to the saleswise direct entry to America’s |outlets where they have demon‘ 


most mellifluent melon patch—the top-half counties where 81% of all farm cash income strators, and inasmuch as the 7 

versity and complexity of our liné 

is. Here—Farm JourNnat has more than 81% of its 2,660,000 circulation . . . and and modern marketing require 

over 400,000 more subscribers than any other farm magazine. That’s a juicy-sweet ee lee gyn ol pach sores ca 

opportunity for national advertising. 30 million people live on farms ... you can’t be | the merchandise offered for sale.) 
national without Farm JOoURNAI ay Se = Oe ee eee 

‘ : iia dispense with services of the cem- 


onstrators. 


OF THESE GREAT MAGAZINES | 
ONLY ONE SELLS THE RURAL MARKET 


CANNOT BE SOUL 
Over 30 million people in the U.S. A. live on farms. So if you FROM THE OUTSIDE 


want to get national results, you've got to call on the farmers. Concentrated Circulcatio 
Gives Enduring Re:su! 


92% Home - carrier - delivery ™ 
73% Bayonne family subser pt 
WORLD'S LARGEST RURAL MAGAZINE gives us a unique abil y' 
ari Ourma | GRAHAM PATTERSON, Publisher . PHILADELPHIA 5 get you enduring resus ' 
a community we have be 

serving for 76 years. 


‘THE BAYONNE TINIES 


NEW JERSEY 
BOGNER & MARTIN 

| Sales Representa ¥* 

NEW YORK CHICA 
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WHAT 
Holywood 
ISN’ T 


BY SIDNEY N. STROTZ 


VICE-PRESIDENT IN CHARGE, WESTERN NETWORK 


NATIONAL BROADCASTING COMPANY 


> ELSE HOLLYWOOD ISN’T, it 
certainly isn’t static! 

I say this fervently after five years of ex- 
perience ; sometimes on top, sometimes in 
the middle, of the surging tide which is 
Hollywood Radio. They have been years 
of exciting progress. 

NBC Hollywood Headquarters is our 
third building in a decade—each larger than 
its predecessor. Yet we have outgrown even 
this plant. Now under construction is a 
$710,000 annex housing two 340-seat stu- 
dios and complete recording laboratories. 

I admit that, in sheer manpower and 
gross receipts, radio will never equal mo- 
tion pictures as Hollywood’s prime money- 
maker. But lalso submit that, in exploiting 
Hollywood’s charms to the rest of America, 
radio takes its place alongside the films. 
Ether waves spreading from Hollywood 
Radio City have made the corner of I lolly- 
wood and Vine, the La Brea tar pits and the 
Sunset Boulevard bus household by-words. 

They have helped build Hollywood into 
one of the most powerful tourist-magnets 
in the world. Proof: in the last pre-war 
year, more than a million and a half out-of- 
towners visited Hollywood. They left be- 
hind an estimated $200,000,000. 

Last year 788,713 visitors attended 
broadcasts in Hollywood Radio City and 
well over half-a-million during the first 
nine months of this year. I hesitate even to 
hazard a guess as to the number of disap- 
pointed people we have been unable to 
accommodate! 

Hollywood radio personalities, too, 
have joined with film stars in a country- 
spanning campaign of Fashion Publicity. 
This has boosted Los Angeles to first place 
in the nation’s sportswear industry and 


fourth place in total apparel manufacture. 


Radio has linked hands with Hollywood 
merchants to make Hollywood Boulevard 
the most glorified Main Street in America. 
Last week a million spectators watched the 
Santa Claus Lane Parade which NBC has 
staged annually since 1939 (war years 
excepted) to open officially the Yuletide 
season. Every newsreel, press association 
and photo service covered this—the big- 


gest regular promotion in Hollywood. 


FUNNY BUSINESS IN HOLLYWOOD: 


GEORGE BURNS, GRACIE ALLEN AND SID STROTZ TAKE TO THE AiR 


Radio shares with motion pictures the 
responsibility for the rapid rise of Holly- 
wood to its present position as the nation’s 
No. 2 source of news. A ‘‘Variety’’ poll 


this vear found in Hollywood more corre- 


spondents, more photographers, both for- 
eign and domestic, than ever before. More 
than any other city except Washington! 

Television, too, is bound to increase 
Hollywood's stature. Seven companies 
have laid complete television plans. They 
await only final licenses from the Federal 
Communications Commission. Two of 
them have operated regularly on an exper- 
imental basis since before the war. 

To the general public, all this spells 
GLAMOUR. To the advertising man, versed 
in peering backstage, it spells much more. 
For, behind every glittering Hollywood 
personality, is a small army of producers, 
writers, directors, engineers, publicity 
men, maintenance men, guides, pages, 
business managers, auditors, mail clerks. 
They produce a commodity with big 
demand, Their pay is ’way-above-average. 
They are alert readers; eager listeners ; 
generous buyers ; big consumers. 

Yes, any way you look at it, Hollywood 


is Big Business! 


San, 1 Sires 


Before Advertising America can really know what Hollywood is, it must learn what Holly wood 


isn’t. As acknowledged spokesman of Hollywood and its people, the Citizen-News is proud to 


present this editorial advertisement by Sidney N. Strotz...who surely speaks with authority. 


HOLLYWOOD 


Citizen-News 


AND ADVERTISER 


HOLLYWOOD, CALIFORNIA *® National Representatives: STORY, BROOKS & FINLEY, INC. 
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D‘ Agostino Warns 
Grocery Producers 


on Secret Rebates 


GMA Pledges Efforts 
to Strengthen ‘Life 
Line of America’ 


(Pictures on Page 69) 


New YorK—On the _ theme, 
“Faith in freedom to strengthen | 
the life line of America,” the 


Grocery Manufacturers of America 
in 38th annual meeting here this 
week 


ume can 
current 


be boosted beyond its 
$20 billion a year level; 


heard predictions that the, 
_ national retail grocery sales vol- 


praise of the industry’s public, 
labor and farm relations policies, 
and at least one sharp warning 
that some of these manufacturers 
must reform their trade practices. 

The “life line” is the importance 
of food in the national life. 

The warning came from Patsy 
D’Agostino, New York, president 
of the National Association of Re- 
tail Grocers. Although independ- 
ent grocers account for 68% of 
the total volume, he said, some 
manufacturers still discriminate 
against them. 


Hits Ad Allowances 


“All of you spend large sums of 
money for national 
he pointed out. 
fact no retailer will handle your 
product unless it is advertised 
widely. So why not cut out the 
questionable practice of advertis- 
ing allowances? It’s the worst 
evil that exists in your relation- 


ship with retail distributors be- 
cause actually most of the 68% 
I spoke of are being cheated by 
special privilege to a few.” 

Despite the fact that the Kroger 
Company, the nation’s third larg- 
est grocery chain i sales volume, 
intends to promote its private 
brands aggressively, said Joseph 
B. Hall, president, ‘‘you have built 
up a great demand for your prod- 
ucts which we are very happy to 
take advantage of.” Mr. Hall 
pointed out that half of the Kroger 
stores are now on a self-service 
basis, and that these account for 
75% of the company’s volume. 


‘Sell American Business’ 


advertising,” | 
“As a matter of! 


'wise, and added: 


can public, let us sell them Amer- 
ican business as well.” 
Talbot O. Freeman, vice-presi- 


He emphasized the public’s free- | 
dom of choice in brands and other- | 
“While we are} 
selling our products to the Ameri- | 


Advertising Age, November 25. \94, 


Company, ana- 
lyzed “public misconceptions” 
avout the grocery products in- 
dustry—that profits and distribu- 
tion costs are too high, that its 


dent, Pepsi-Cola 


‘food research contributions are 
minor; that manufacturers have 
“negligible” concern over em- 


ploye welfare, and that ‘business 
in business is bad.” 

Actually, he showed, profits in 
relation to sales in different 
branches of the industry in 1945 
ranged from 5.4 to .9%. Mr. Free- 
man urged a “positive program” 
by manufacturers to remove these 
“misconceptions.” 

Sally Woodward of Flanley & 
Woodward, public relations coun- 
sel, described the progress of a 
program for GMA to “woo and 
win women” to the industry. “As 
the result of your efforts,” she 
said, “hundreds of thousands of 
women have learned about “de- 
scriptive labeling” and realize that 


Pa 


—%, 


The Newark Evening News 


NEWARK, 


NEW 


JERSEY 


Announces The 


NEWARK SUNDAY NEWS 


BEGINNING NOVEMBER 24, 1946 


This new Sunday newspaper, designed to serve the 


people of Northern New Jersey, will maintain the 


traditional high standards of The Newark Evening 


News, “America’s Leadinx Six-Day Newspaper’. 
| 3 y pap 


O’MARA & ORMSBEE, Inc. 


NEW YORK 16 


70 MADISON AVENUE 


SAN 


RUSS 


NATIONAL 
DETROIT 2 
640 NEW CENTER 


FRANCISCO 4 
BUILDING 


ADVERTISING 


REPRESENTATIVES 


CHICAGO | 
BUILDING 


LOS ANGELES 14 


230 NORTH MICHIGAN AVENUE 


403 WEST EIGHTH STREET 


, have 


; Donald B. Lourie, 


| grocery manufacturers, too, yoy 
in the public interest. 

Miss Woodward pointed ou th, 
\“*we haven’t dared promote” sy 
| GMA booklets as the 
Story,” ‘“‘Market Basket Qui: 
“Labels in the Spotlight,” be ‘aye, 
|}hundreds of thousands of 
of them, all told, already 
been distributed, and “even jg} 
promotion” would cause re: (ey 
to rise to 500,000 or 1,0).@009 
copies, or well beyond the ct then: 
budget for this work. 


‘Package Is Ad Medium 

Jim Nash, package des gne) 
said that the package is ar ag. 
vertising medium and “not «© fix. 
ture you'll live with forever.’ kp 
urged the manufacturers to estab. 
‘lish strong brand identification 9, 
'their packages and change 
|selling copy on them frequently 
| The sides and back of a one-poun 
| package of tea, he said, offer t}, 
|}equivalent of 350 newspaper line 
|or 50 square inches of space. 

James W. Young, J. Walt 
|/Thompson Company, chairman 0; 
the Advertising Council, pointed 
out that the steady shrinkage , 
arable land caused by soil erosio; 
should make the promotion of s0/ 
conservation “the number on 
long-range fact about your busi- 
ness.” 

Austin S. Igleheart, president 
General Foods, described a com- 
pany program to aid “the forgot- 
ten man in training—the execu- 
tive.” General Foods conducts ; 
intensive course to teach vario 
phases of the work to “80 me 
whom we consider as. gene! 
managers,” but most of wh 
developed in specialize 
branches of the business. 

Paul S. Willis was reelect 
president for his fourteenth tern 
Quaker Oat 
Company, Chicago, was name 
first vice-president; Austin S. Igle- 
heart, General Foods Corporatio: 
New York, second vice-president 
Mark Upson, Procter & Gambk 
Cincinnati, third vice-presiden' 
and H. E. Meinhold, Duffy - Mot 


Company, New York, secretar) 
with B. E. Snyder, R. B. Davi 
Company, Hoboken, reelecte 


treasurer. 


Orr Agency Ready 


to Start Jan. 1 

Robert W. Orr, who left Lenn 
& Mitchell to form his own agen 
(AA, Oct. 28), announced 
week that Robert W. Orr & As 
sociates will start operations 
270 Park Ave., New .York, Jan. | 
The new agency will have 1! 
Jergens-Woodbury account, whi 
Mr. Orr estimates at $5,000,000 
billings, and the account of Pu 
—the Comic Weekly, which 
been estimated outside the agen 
at $350,000. 

Still unannounced were nam 
of the agency personnel, and M 
Orr told AA this is ‘still unde- 
cided.”’ Nor would he confirm 
mors that the Schiaparelli 
Dell Publishing accounts w 
be placed by his agency. 


Write for Folder 


‘Facts About the Men Wh 


Handle America’s Foreig» 
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THESE MEDIA FILED REFERENCE 
DATA IN THE 1946 EDITION 


Aberdeen American-News Lafayette Journal and Courier 


Akron Beacon Journal Lawrence Eagle-Times 

Amarillo Globe-News Don Lee Network 

American Press Association Long Island Daily Press and Star Journal 
Arizona Farmer Los Angeles Examiner 

Arkansas Democrat, Little Rock Los Angeles Sentinel 


Augusta Herald Louisville Courier-Journal 
Austin American and Statesman Louisville Defender 
: Lynn Item 
Iiaptist Standard 
Baton Rouge State Times-Morning Advocate yfanchester Union-Leader 


Boston Globe d McClatchy Newspapers 

Boston Herald-Traveler Memphis Commercial Appeal and 
Soston Post Press-Scimitar 

oston Record-American Miami (Okla.) News-Record 
trooklyn Eagle Michigan Chronicle, Detroit 


Midwest Farm Paper Unit 
Minneapolis Spokesman 

Minneapolis Star-Journal and Tribune 
Modesto Bee 

Moline Dispatch 


California Eagle, Los Angeles 
Cedar Rapids Gazette 
Charlotte News 

Chicago Bee 

Chicago mit 

Chicago Tribune Nassau Daily Review-Star 

pe am ve ana, Post National Broadcasting Company 

‘leveland Call and Pos National Broadcasting Co. (Western Division) 
Columbus Dispateh National Transiteds 

Columbus (Ga.) Ledger & Enquirer N.BC Srot Sales 


Congratulations , New 2 riste 
Cream City Outdoor Advertising Co. Maer oe See News 


Dallas Times-Herald New York Journal- American 


Des Moines Register and Tribune New York Times 
steeds "any fone Norfolk Journal and Guide 


Detroit News 


Detroit Times 


Elizabeth Daily Journal 
esquire 


Fall River Herald News 
Flying Age 

Foreign Service 

Ft. Smith Times Record 
Fort Worth Star-Telegram 
Free & Peters, Inc. 
Fresno Bee 


General Outdoor Advertising Co. 
Akron, Ohio 
Asheville, N. C. 
Atlanta, Ga, 
Binghamton, N. Y. 
Brooklyn, N. Y. 
Cedar Rapids, lowa 
Chicago 


Oakland Tribune 
Ogden Standard-Examiner 
Oregonian, The, Portland, Ore. 


Philadelphia Bulletin 
Philadelphia Daily News 
Philadelphia Record 
Pittsburgh Press 

Port Arthur News 

Prairie Farmer 

Providence Journal-Bulletin 


Rapid City Journal 
Rock Island Argus 


Sacramento Bee 

St. Joseph News-Press and Gazette 
St. Louis Star-Times 

San Francisco Examiner 
Schenectady Gazette 


Davenport, Towa Schenectady Union-Star 

Dayton, Ohio Scholastic Roto 

Decatur, Il. Seattle Post-Intelligencer 

Denver, Colo, Secrets 

Duluth, Minn Sioux Falls Argus-Leader 

Durham, N. C. Southwest American, Ft. Smith, Ark. 
East St. Louis, MM. Southwest Magazine 

Harrisburg, Pa. Southwest Times Record, Ft. Smith, Ark 
artford, Conn, Staten Island Advance 

Hiflenapolie, Ind. Syracuse Herald-Journal 


Kansas City, Kansas 
Kansas City, Mo. 

lang Island District, N. Y. 
Louisville, Ky 


Temple Daily Telegram 
Texas State Network 


Manhattan & Bronx, N. Y. WABY, Albany, N. Y 
Memphis, Tenn. Waco News-Tribune and Times-Herald 
Minneapolis, Minn. Walther League Messenger 
Nashville, Tenn. Washington Post 
New Orleans, La. Watertown Public Opinion 
Oklahoma City, Okla WAVE, Louisville, Ky. 
Omaha, Nebr. WCAO, Baltimore, Md. 
Philadelphia, Pa WCBM, Baltimore, Md. 
Raleigh, N. C. WCLO, Janesville, Wis. 
Richmond, Va. WCSC, Charleston, So, Car 
Roanoke, Va WCSH, Portland, Maine 
St. Touis, Mo WDAY, Fargo, No. Dak. 
St. Paul, Minn WDBJ, Roanoke, Va 
Sioux City, Towa WDRC, Hartford, Conn 
South Bend, Ind. WELI, New Haven, Conn 
Utica, N. Y. Western Farm Life 
Washington, D. Cc. WFBL, Syracuse. N. Y. 
Winston-Salem, N. Cc. WFBR, Baltimore, Md. 
Youngstown, Ohio WGY, Schenectady, N. Y 
Green Bay Press-Gazette WHAM, Rochester, N. Y. 
Hospital Management WHO Dea Belnce —. a 


Hlouston Chronicle y ; 

: WHP. Harrisburg, Pa. 
Huron Huronite WIBW, Topeka, Kans 
Wichita Beacon 


Indianapolis News Wichita Eagle 


Institutions 


KANS, Wichita, Kansas WIS. Columbia, So. Cur. 
Kansas City Call WJEF, Grand Rapids, Mich 
KARK, Little Rock, Ark WKZO, Kalamazoo, Mich 
KCIKKN, Kansas City, Mo. WLAW, Lawrence, Mass 
KDYL. Salt Lake City, Utah WLBZ, Bangor, Maine 
Kelly-Smith Company WLS, Chicago 

KFA, Lincoln, Nebraska WMAQ, Chicago 

KERRI, Wichita, Kansas WMBD, Peoria, Il 

KPIZ, Fort Worth, Texas WMC, Memphis, Tenn 
KIRO, Seattle. Wash WMUR, Manchester, N. H 
KMA, Shenandoah, lowa WNBF. Binghamton, N. Y. 
KMBC, Kansas City, Mo WOC, Davenport, Iowa 
KNOW, Austin, Texas WOKO, Albany, N. Y 
KOMA, Oklahoma City, Okla WORD, Spartanburg, S. ¢ 
KOY Vhoenix, Ariz WOW, Omaha, Nebr 

KRIS, Corpus Christi, Texas WPRO, Providence, R. 1 
KSD, St. Louis, Mo WPTF, Raleigh, No. Car 
KSO, Des Moines, lowa WRDO, Augusta, Maine 
KSTI, Minneapolis-St. Paul WSIX, Nashville, Tenr 
KTUL, Tulsa, Okla, WSYR, Syracuse, N. Y 


KVAL, Brownsville, Texas 
KVOO, Tulsa. Okla 
KNEI Waterloo, lowa 
KXOK, St. Louis, Mo 
KNYZ ITouston, Texas 
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OMETIMES dealers affect the selection of media by bringing pressure 

to bear on the home office in favor of one medium or another. But for 

every time this happens there are many other instances where the truly 

scientific procedure of appraising a market’s potential sales, then allotting 

a specific amount for sales expense, is followed by the selection of media 
on a purely business basis. 

In the years just ahead, when advertising must perform more efh- 
ciently than ever before, when costs of sales and distribution often will 
mean the difference between profit and loss, this scientific approach to the 
problems of marketing will be mandatory. In self-defense, as a means of 
preserving his job, the advertising manager will have to resist the argu 
ments of dealers, and the temptation to favor “good old Joe, who’s an 
awfully nice guy.” 

Under these more rigid conditions, the Market Data Book will be 
more than ever the first place the advertiser and advertising agency will 
turn when planning the best way to spend the precious dollars of the adver 
tising budget. 

In the Market Data Book they will find, as always, official and authen 
tic data on markets—500 pages of text, tables, charts and maps, covering 
every phase of national, regional and local markets. Since markets are made 
up of people, every financial index about people is used: population, bank 
debits, car registrations, telephones, radio homes, employment, home own 
ership, retail sales, and many others. 

Along with this wealth of market information they find the factual 
presentations of many of the most important media in America and scores 
of local media. With data on media automatically accessible and available 
whenever a national, regional, or local market 1s being studied, the work 
of marketing executives 1s made much easier and the sales job of the media 
represented is simplified also. Data on your services, presented at this ideal 
moment, are especially effective. Half the sales job—the selling of your 
particular market—is already done. 

Because the Market Data Book 1s distributed to a// your prospects 
for national advertising—every account spending $25,000 a year or more, 
and every advertising agency in the United States and Canada—it presents 
the most economical method of soliciting national advertising; a method 
employed by an increasing number of media each year. 

lirst forms for the 1947 edition close February 1, 1947. Make sure 
that when advertisers and agencies turn to your market section for facts, 
they will also find the basic story of your medium. Send in your spac 


reservation today! 
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Strike Threat 
Hovers Over 
Network Parleys 


New YorK—Threat of a na- 
tionwide radio talent strike hung 
like a dark cloud over the four 
major metworks this week as heads 
of the 
Radio Artists and negotiators rep- 
resenting the networks’ sought 
agreement on a new wage scale 
and to settle a secondary boycott 
dispute. At mid-week, after three 
days of conferences, no progress 


American Federation of, 


. ° 
jfore going on to wage discussions. 


|talent shows to affiliates refusing 
to negotiate an AFRA contract 
| (AA, Nov. 18). Network spokes- 
'men, backed in their stand by 
|leading advertising agencies and 


sponsors, were said to be refusing | 


|flatly to negotiate this issue. 
In event of a stalemate, AFRA 
officials will report back to the 


union’s three national boards in| 
|New York, Chicago and Los An- | 


|geles before calling a strike or 
taking further action, George Hel- 


iler, AFRA’s national secretary, de- | 


The union has demanded that the | 


networks refuse to pipe AFRA- | tract which expired Oct. 31. 


of reaching an early agreement on 
renewal of AFRA’s network con- 


Network officials participating 


Frank White for CBS, 
Mutual and 
Clarence Menser for NBC. 


Chevrolet Ads Push 
‘Lowest-Priced Line’ 


Advertising Age, 


the Chevrolet dealer cooperative 
‘advertising plan (AA, Nov. 18). 
Cther GM units did not disclose 
their plans for treatment of the| 


|in the discussions included Joseph | Price :ncrease in national or dealer | 
P = y ' copy. 
|A. McDonald and Charles Barry | PS 


ifor ABC, 
|Robert Swezey for 


Army Recruiting Buys 


Time for Lombardo 
Army Recruiting Service, 


through N. W. Ayer & Son, has 


| signed with the Mutual network to | 
\take over the Guy Lombardo seg- 
| ment of the “Spotlight Bands” 


November 25, jg, 


War Assets Offers 
Branded Goods 


in Small Campaign 


| New YorK—The War Asse 
| Administration this week took 
|copy in the Wall Street Joiirng 


Following closely after the de- | program which Coca-Cola dropped | and the Chicago and New Yor: 


/cision of General Motors Corpora- | 
ition to boost prices of all its cars | sponsorship of 


last week (AA, Nov. 4). Army 
Lombardo’s_ or- 


and trucks $100, Chevrolet Motor | chestra for 30 minutes Mondays 


Division revealed it will use five- | 


begins Nov. 25. 


had been reported. -clared. 

AFRA representatives were re-| This seemed to preclude an ac- 
ported determined to settle the tual talent walkout within a few) 
secondary boycott, or “unfair sta-| days, but in no way eased the 
tion” issue, as they term it, be-| tension arising from the necessity | 


| column 
the country emphasizing that 
offers “the lowest-priced line of Harry James, respectively, under | 


passenger cars in its field.” 


13-inch ads_ throughout | 
it;occupied by Xavier 


Coca-Cola 
unsold. 


sponsorship 
The ads will be scheduled under 


The Wednesday and Friday spots 
Cugat and 


are still 


~ RURAL SOUTH’S READERSHIP 
OF NON-FARM MAGAZINES — 


a Be read READER'S DIGEST ing 
BBB read LADIES’ HOME JOURNAL a 

WB read SATURDAY EVENING POST aR 
WB read COLLIER’S 
read McCALL'S 

21.8 fread AMERICAN MAGAZINE 

2.8 [read GOOD HOUSEKEEPING 

19 Bread TiME 

17) read LOOK | 


[read HOUSEHOLD me 

[read WOMAN'S HOME COMPANION. 

‘| read BETTER HOMES & ARDENS | 
| read TRUE STORY ; 


09 | read CHURCH a 7 
wt read COSMOPOLITAN 


‘read AMERICAN ot 
NEWSWEEK 


HERE IS NEW INFORMATION that will 
make you want to take another look at your 
magazine advertising list: 


Leading magazines, preferred by urban 
readers, do not cover the Rural South. 


This is proved by the results of a new, per- 
sonal-interview survey of a representative 
sample of the entire farm population of the 
14 Southern states recently completed by 
Crossley, Inc. 

The Progressive Farmer’s one million cir- 
culation (3,860,000 readers) in the 14 South- 
ern states fills a big gap in your market 
coverage, when added to any list of maga- 
zines in which your advertising appears. 

For additional information, developed by 
the new Crossley survey which will convince 
you that you cannot afford to overlook the 
prosperous Progressive Farmer market, in- 
quire at any Progressive Farmer office. 


The South, Subscribes:to 


The-Progréssive.F peal 


a 


ONES Re 


Average Net Paid'1947 Circulation ONE Auutio0N 


Advertising Offices: BIRMINGHAM. RALEIGH 
MEMPHIS, DALLAS, NEW YORK, CHICAGO 
Pacific Coast: Edward S$, Townsend Co., San Francisco, Los Angeles 


Journal of Commerce to offer dep. 
tifrices, shaving brushes and ¢os. 

i brand name, ar 
all substantially below prices noy 
quoted in the trade. 

In copy headlined “Look a 

these prices for nationally adver. 
tised brands,” WAA offered Koly. 
;/nos and Squibb tooth paste. Dp; 
|Lyon’s, Revelation and Milk-]. 
Dent tooth powder, Menno; 
borated powder, Gaby and Prim. 
rose House hand lotion, and cas 
‘of miscellaneous cosmetics which 
included Pond’s, Harriet Hubbar¢ 
Ayer, Helena Rubinstein, Cont 
_and Primrose House products. 
, Prices and minimum quantitie 
| were listed, with WAA’s conven- 
|tional breakdown of categories. 
|ice., for Kolynos tooth paste, the 
{wholesaler price was 10 cents 
|large retailer 11 cents and small 
| retailer 12 cents. 

A reliable source in the drug 
| field estimated that these price 
probably represented one cen 
more than the government hi: 
| originally paid for the product 
A spokesman for the Nationa 
Wholesale Druggists Association 
| said that the wholesale and reta 
prices averaged 20% less than th 
price of similar items to the trade 

War Assets officials queried were 
unable to say whether this ap- 
pearance was the first use 
| brand names .in consumer ads, but 
neither WAA nor its agency couk 
recall earlier use of trademarke 
articles, except in the case | 
trucks, which were sold by the 
brand name. 

The copy was placed by Fulle 
& Smith & Ross. 


Geyer Names Corbett 
Detroit Copy Chief 


Geyer, Cornell & Newell 
appointed Edward J. Corbett J! 
copy chief of the Detroit offic 
Mr. Corbett previously was 
copywriter with Mason, Inc., N. W 
Ayer & Son, Campbell-Ewal 
Company, and E. J. Corbett Com- 
pany in Detroit. 

During the war he was a USN! 
lieutenant, serving as a recogni- 
tion and first gunnery office: 

a destroyer in the Pacific. 


Promotes Plane Service 

Lain & Son, Chicago mortua! 
firm, is using 24-sheet posters and 
street car cards to advertise that 
it has begun “World Plane Ship- 
ments.” James Blair Miller Agenc! 
handles the account. 
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A LITTLE HERE...ALITTLE THERE 
WON'T GET RESULTS/ 


No. 9 ot: series, 


designed to help oil 
men get more from 
their valuable read- 
ing time . . . and 
advertisers a greater 
return from their in- 
vestment. 

This series appears 
every two weeks in 
the advertising press, 
and in The Oil and 
Gas Journal. 
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If it’s results you want... it pays to CONCENTRATE! 
More oil men CONCENTRATE their reading time in 
“The Journal” rather than simply duplicate their efforts 


in some of the “other 26 oil papers.” 


More advertisers CONCENTRATE their advertising in 
“The Journal” rather than spread their budget too thin 


among some of the “other 26 oil papers.” 


This CONCENTRATION saves time, saves money, and 
produces a much greater return for readers and advertisers 
alike because they’ve found by experience that when 


YOU... 


“Follow The Journal ... YOU follow the Oil Industry.” 
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Agency Changes Name 

Martin, Frank, Inc., Detroit 
agency, has changed its name to 
Frank & Hollinshead. E. G. Frank, 
formerly a partner with the late 
Frank V. Martin, is president, and 
M. A. Hollinshead, formerly with 
Campbell-Ewald Company, is vice- 
* president. 


STEP INTO COMFORT IN 


ST. LOUIS 


Purchasing Agent | 
Panel Describes 
Ad Preferences 


Cuicaco—Some theories received 
a severe shaking when a panel of 
four purchasing agents at a recent 
meeting of the Chicago Industrial 
Advertisers Association described 
what they believe should be em- 
bodied in industrial copy. 

In contrast to results of much 
industrial advertising planning, 
the need for clear open copy was 
emphasized by Thomas A. Morris, 
of the International Harvester 
Company. Said Mr. Morris, “I 
don’t like to wade through a lot 
of fine print to find out the prod- 
uct being sold. The ad should 
put across a single idea well pre- 
sented and have a neat illustration 
tying in with the copy.” 


The four-man panel also 


4 98 r 


stressed the importance of keeping 
advertising catalogs, booklets, 
folders, etc., at a uniform size to 
facilitate filing. Effective use of 
color was urged by Arthur G. 
Pearson of the American Meat 
Institute, who also recommended 
emphasis on the advertiser’s local 
office address and phone number. 

Other panel members included 
M. J. Hunter, Continental Can 
Company, and E. S. Page, Great 
Lakes Carbon Company. 


‘Newark Evening News’ 
Takes Over ‘Call’ 


The Newark Evening News on 
Nov. 17 began publication of Sun- 
day editions, replacing the Newark 
Sunday Call, published continu- 
ously since 1872. Frederick W. 
Thorne, publisher of the Call, an- 
nounced that suspension was 
caused by increasing difficulties 
in meeting costs and in obtaining 
sufficient newsprint to permit 


|mecessary expansions. 


Advertising Age. November 25, 


He added 
that publication of a one-day Sun- 
day paper is a “thing of the past.” 

The Call’s more than 100 full- 
time employes, who will receive 
dismissal pay, will be given an 
opportunity to qualify for em- 
ployment on the News. Edward F. 
Bataille, editor of the Call for 
nine years and vice-president of 
the Newark Call Printing & Pub- 
lishing Company, will join the 
News as an editorial writer. He 
joined the Sunday paper as an 
office boy 28 years ago. 


WBBM Names Campbell 


Harry Campbell Jr., former 
farm program director and an- 
nouncer of Station WOWO, Fort 
Wayne, Ind., and for two years 
associated with the offices of the 
U. S. Department of Agriculture 
in Indianapolis, has been ap- 
pointed farm director of Station 
WBBM, Chicago. He will be edi- 
tor of the station’s “Country Hour” 
program. 
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BBDO Promotes 
V.P.s Haupt 
Bridge, Cashin 


MINNEAPOLIS — Batten, PB irtoy 
Durstine & Osborn has anno ince 
three major promotions inv: lying 
its western op- 7 
erations, caused 
by “sharply ex- 
panding busi- 
ness.” 
Henry F. 
Haupt, vice- 
president and 
manager of the 
office here, has 
been appointed 
executive assist- 
ant to John C. 
Cornelius, execu- 
tive vice-president in charze y 
the agency’s western offices. Hg 
will establish his headquarters j; 
Chicago. My 
Haupt joine4 
BBDO 10 year 
ago after holdiy 
the position 4 
sales and adver 
tising manage 
of the Nationa 
Battery Com 
pany, and hz 
been associaty 
with the Horme 
account. 
John M. Bridged 
with BBDO since 1943 handliy 
the General Mills public service 
account and the Northwestern Na 
tional Life Insur- 
ance Company, 
will be creative 
head for all west- 
ern offices. He 
will continue to 
make Minne- 
apolis his head- 
quarters and to 
handle his ‘pres- 
ent assignments. 
Before joining 
BBDO he was 
creative head of 
the Hutchinson Advertisi 
Agency and its successor in Mi 
neapolis, McCann-Erickson, Inc. 
Succeeding Mr. Haupt as maj 
ager of the Minneapolis office wi 
be Edward A. Cashin, who join4 
the agency six years ago after » 
ing associated with the Barron § 
Collier Company. He has been 3 
account executive for several 4! 
counts at BBDO, including Cre 
of Wheat, North Star Woolen Mi! 
Company, Investors Syndicate an 
Minneapolis Brewing Company. 
All three are vice-presidents 
the company. 


Henry Houpt 


John Bridge 


Edward Cashin 


Crown Seeks ‘Students’ 


in Newspaper Copy 

A plant city ad that create 
considerable interest, recently, wé 
a page run by Crown Mfg. Com 
pany, textile manufacturer ° 
Pawtucket, R. I., in the Pawtuck 
Times. 

Headed “Opportunity to stu 
and be a part of the romance | 
industry,” the ad spoke of t 
plant as “Crown College,” ist 
the “courses” offered, enumea‘é 
the benefits of “study” at Crow 
and declared, “ ‘Crown Collee’! 
proud of its present ‘student 
and is always ready to enroll ! 
members.” 
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‘ ; writing from the stone age to, schedule with full pages in De- 
x CBS Takes Paley S Thompson Joins Stephens | Wr ioval times. John Wilson, di-| Cotton Group Elects _ |cember issues of Fortune, Holiday, 
> Harry C. Thompson, formerly rector of the Oriental Institute of | Howard P. Claussen, vice-presi-| Motor, Rudder, Town & Country 
Case Against with the public relations depart-|the University of Chicago, and|dent and director of the cotton|and Yachting. Butler A. Sumner, 
ment of Newell-Emmett, has|Ernst Detterer of the Newberry |department of Bemis Bro. Bag! Detroit, is the agency. 
R dio to Public joined the executive _ staff of | Library, cooperated with D. M.|Company, Boston, has been elected | 
se | Henry A. Stephens, Inc., New| MacMaster of the museum, in the|a vice-president of the Cotton 
rton I — Willi York. He will also serve on the| development of the exhibit. | Textile Institute. | 
inces C Nt quaeduading yess public relations planning board. , —_—_____— SIGHS OF LONG LIFE* 
‘ving bc me Sueno. Gemene) sane St f ee Sh PCA Promotes Ames Ads Plug Cruisemaster _ — pemeesgni peng 
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Last wee agree ags at. dustry, Chicago, has opened an ex- | relations of Capital Airlines-PCA,|Chicago early next month, Defoe | 900 Kibby St., Lima, Ohio, U.S.A. 
(1) Mr. Paley’s talk before the | hibit presented by Theodore! Washington, has been promoted | Shipbuilding Company, Bay City, | 
. National a icc Regensteiner, telling the story of'to advertising manager. 'Mich., will augment its regular' | trosemertn fag. V.8. es. 08 J 
casters in which he charge . S. 
: radio with “advertising excesses” 
and called for industry-wide stand- 
ards to correct these abuses (AA, 


* Oct. 28) has been printed in pam- 
fee phiet form and 14,000 copies are 
being mailed to educators, clergy- 
daupt men, broadcasters, government of- 
ficials, advertisers, admen and 

TSC OM others. 


ah (2) Next Sunday, Dec. 1, the HOW CAN YoU SMILE 


: network will inaugurate a weekly 
>». Mr 


series of 15-minute programs 
21Ne@ called “Radio and the Public” THAT WAY— 
| yea (Sundays, 1:30 p.m., EST) to 


ld icoaden” and. expand’ the thesis WITH A BIG JOB 


ion 0 
vate Mig Pets fags ghee MARKED RUSH? 
Vationd days as it takes to present the ’M USING 
' Com#™ complexities of broadcasting,” CBS 
= roe INTERNATIONAL OFFSET 
— 
| IT SPEEDS 


sociate@™l public response and guidance 
PRESSWORK! 


Horm which it (the network) needs to 
run a business controlled in all its 
Bridg@ ultimate decisions by the people 
andlingl themselves.” 

BOrvieg Mr. Paley himself will introduce 
ern Nai the series on the air, afterward 
turning over the microphone to 
Lyman Bryson, CBS’s counsellor 
on public affairs. 

Topics to be discussed will in- 
clude “Broadcasting as a business, 
é in the public interest; source of 
S$; revenue, kinds of broadcasting .. . 

Same control over taste and content of 
¥ advertising;’” audience measure- 
2 ment, and radio’s labor relations. 
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The Pricing Dilemma 


Underneath the over-all prob- 
lem which most business faces 
now of conceivably pricing itself 
out of a market and thus contrib- 
uting to an economic recession, 
and closely allied to this problem, 
is the dilemma of deciding whether 
to raise prices all at once to take 


care of present and prospective in- | 


creases in cost, or to cover only 
existing cost increases, and make 


additional adjustments from time | 


to time if and when costs rise still 
higher. 

No merchandising executive 
likes the prospect of two or three 
or a half dozen price increases 
over a short period of time. Con- 
stant fiddling with the price struc- 
ture raises a good many uncertain- 
ties in the minds of both buyers 
and sellers, creates a new point of 
resistance every time the price is 
changed, and makes for a good 
deal of confusion and extra work 
within the organization. 

It is much easier (and in one 
sense much safer) to anticipate 
further increases in cost and to in- 
stitute a single price increase 
which takes care of present in- 
creases and will presumably also 
take care of anticipated future cost 
increases over a reasonably long 
period. In one case of which we 
know, a_ national 


The Government Ad Department 


Before too much longer, a place 
should be found within the struc- 
ture of the permanent government 
for the little “advertising depart- 
ment” now attached to the Office 
of War Mobilization and Recon- 
version. 


as the coordinating body in chan- 
neling requests for help from vari- 
ous government agencies to the 
appropriate bodies in the advertis- 
ing field, notably the Advertising 
Council, when the government has 
wanted assistance in promoting 
non - controversial public policies 
to the people as a whole. 

Staffed with half a dozen pro- 
fessional advertising men, the of- 
fice reviews the information pro- 
grams of the multitude of govern- 
ment agencies, assigns priorities to 
them, and works with the Adver- 
tising Council to promote those of 
greatest public interest. 

As the Advertising Council 
learned a year ago when OWI was 


manufacturer | as much as the traffic will bear. 


| 


|partment” is allowed to die with 
This is the unit which has acted | 


| 


raised his prices about 10 per cent | 
only a month or so ago, and now 
finds that he must make a similar 
increase immediately to keep 
abreast of increasing costs. He is 
very unhappy about this situation, 
and wonders whether he would 
not have been better off to have 
inaugurated a substantial price in- 
crease in the first place, so that he 
would be able to absorb further 
cost increases without again rais- 
ing his price. 

Despite the arguments in favor 
of anticipating future cost in- 
creases in setting prices, we be- 
lieve that such a policy is highly 
unsound at the present time, and 
should not be followed. Substan- 
tial price increases—such as the 
50% increase in soap prices an- 
nounced last week—are always 
difficult to justify to the public, 
and especially so now. It is far 
better to have a series of price 
increases than to set prices on an 
anticipatory basis, because it is of 
the greatest importance that all 
price rises be capable of justifica- | 
tion. Anticipatory price increases, | 
no matter how well considered | 
they may be, are extremely dif- | 
ficult to justify to the public. They | 
look too much like the application | 
of the old custom of demanding | 


closed down, it is difficult, if not 
impossible, for outsiders to evalu- 
ate and reconcile conflicting de- 
mands of competing government 
agencies, and it seems altogether 
likely that if the “advertising de- 


the impending liquidation of the 
war agencies, the liaison which 
has been established between the 
advertising field and the govern- 
ment—for the promotion of the 
general welfare — will long 
survive. 

Already Drew Dudley, the person 
most intimately connected with 
this work, has left for another job. 
By giving the work suitable per- 


not 


|den by 


pens. 


manent status, and recruiting a 
competent successor for Dudley, 
the government can insure that} 


the advantages of advertising will 
not be lost for those non-contro- 
versial projects in the common 
interest which need the continu- 
ing support of the whole popula- 
tion. 


Sag odithd 
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—Jon Cornin, in Collier's 


"Television will open some wonderful opportunities. Just think of being able to 
recognize those announcers on the street!" 


Invalid Reasoning 


About the only chance any of 
the regular working stiffs get to 
listen to daytime radio is the 
weekend or one of those miserable 
days spent at home in recovering 
from a minor ailment. 

What he hears is a revelation, 
of the most disconcerting kind. 

Has he believed that people like 
cheerful stories with happy end- 
ings? Any one of the operas ought 
to correct his thinking. A regular 
suds drama-follower has to enjoy 
the seamy side, for the fare re- 
bounds with infidelity, treachery, 
accidents, misfortune, malice and 
copybook sentiments. 

Not only that, but granted aj} 
listener can lighten his own bur- 
inhaling the woes of 
others, the daytime radio listener 
must also accustom himself to an- | 
other quirk: nothing actually hap- | 
The squeak of a floorboard | 
is good for seven minutes of pro- | 
longed and animated conversation, | 
the closing of a door is good for 
a daily instalment. If one of the| 
characters can be contrived to 
drop a teacup, or sneeze loudly, 
it’s good for the full five stanzas. 

For instance, Linda and Ronald 
are standing before the fireplace 
at Aeberrow Manor: 


RONALD: Hark! 

LINDA: What is it? 

RONALD: A noise, I think ‘ 

LINDA: A noise? What kind of a 
noise? 

RONALD: 
no, 


It seemed like .. 
it couldn’t be.. 


. but 


LINDA: Seemed like what, Ron- 
ald? 

RONALD: Well...a little... 
yes, a little like a creak. 

LINDA: You’re a rather remark- 
able person, Ronald. So quick to 
catch the meaning of the slightest 
sound. Few people would know a} 
creak ... at least immediately. 

RONALD: I’ve had _= experience, 
you know. Heard a number of 


ecreaks in my time. 
LINDA: Then that was what Ce- 
cilia meant! 
RONALD: 


Cecilia? I don’t re- 


member, dear... 
LINDA: At the party last night, 
she said you were the only com- 


pletely aware 
RONALD: 
LINDA: 


person there. 

That's flattering. 

This creak confirms it. 
RONALD: I'd hesitate to call ita 

creak. But it was a distinct sound. 
LINDA: And like a creak, you 

Coie. . « 
RONALD: 
LINDA: 


Yes, it was similar... 
Where did it come from? 

RONALD: Upstairs somewhere. 
Could have been the attic 

Listen tomorrow as Linda and| 
Ronald discuss the stairway to the | 
attic, the landing on the stairway 
and the history of the insulation. 
Within a fortnight Ronald will 
have advanced to the attic, done 
some simple scouting, and formed 
a tentative theory on the creak’s 
origin. By Christmas he ought to 
be down and about again. While 


he was in the attic, Cecilia will 
have been thrown by her high- 
spirited horse and landed on her 
infant son, with only the horse | 
likely to survive; Linda’s mother, | 
driving up for the holidays, has | 
been in a smashup, scrambling | 
herself with extra accessories; and | 
Linda will have received a tele-| 
phone call from a strange woman | 
asking for Ronald. 

It’s too bad the people who} 
schedule those things aren’t forced | 
to listen to them. 


Chips Down 

Reproduced herewith is a piece. 
of copy which tells three stories. | 
Each of the three hands repre- | 
sented below poses a definite prob- | 
lem in the card game to which it! 
belongs, and U. S. Playing Card} 
Company has cunningly contrived 


| 


} 
to rivet the interest of any player | 
of the three games. 

The hand on the left is a bridge 
hand, and our local Culbertson ex- 
pert thinks it indicates a no-trump 
response. The poker players 
agree that it’s folly to try to catch | 
an eight for an inside straight | 
when you’re paired up, and the 
blackjack boys are willing to con- 
cede that you really ought to 
stand on 17. 

If the measure of advertising is 
the interest it attracts, this piece 
of copy ought to stand high. 


Jottings 

Twist: Saturday Review of Lit- 
erature in its subscription mailing 
includes a reply card which says 
candidly “It’s sheer masochism to 


| advertising 


| home life, 


be without the Saturday Re- 
view... 
And some applause for Fred 


Danner, president of Danner Press, 
Akron publisher. Among other 
things the company prints comic 
books, and Mr. Danner advertises 
that he’ll send extra copies free to 
shut-ins. .. 


CtC.., 


The following documents may be 
secured without charge from ec - 
| panies sponsoring them, or thro: gh 
ADVERTISING AGE, by any natic iq] 
advertiser or advertising age cy 
executive writing on his business 
letterhead. Address ADVERTIS Nc 
AGE, 100 E. Ohio St., Chicago 1]. 
Ill. 


| No. 2721. Frozen Food Outlets iy 
New England. 


This is Supplement No. 2 to ‘he 
8th annual survey of retail cis- 
tribution of grocery store prod- 
ucts in the New England market. 
prepared by the New England 
Newspapers Advertising Bureau, 
| Boston. The study, made to help 
| frozen food manufacturers and 
| distributors analyze the market 
| for future development of product 
| distribution in the New England 
area, provides a summary of 
| grocery surveys in 37 cities; and 
|analyses of city sizes and store 
types, and of grocery stores sell- 
|ing frozen foods by types of out- 
| lets. 


No. 2722. The Lowest Cost Ad- 
mission to the World’s Richest 
Market. 


To quote from the introduction 
to this booklet, which has been 
published by the Joseph Jacobs 
Organization, “It is the purpose 
of this booklet to explain why the 
Jewish market offers the lowest 
admission into the 
heart of the entire metropolis—not 
by discussing its well known size, 
but rather by explaining Jewish 
customs and religion 
which makes it possible to sell 
in the Jewish market almost as 
if it were a city existing in itself.” 
The material, which is interesting 
reading as well as good selling, 
has a foreword by Paul S. Willis. 
president of the Grocery Manufac- 
turers of America. 


No. 2723. Market Data Folders. 
The Branham Company has re- 
sumed publication of its series of 
market data folders, which con- 
tain uniform data for each of the 
markets and newspapers repre- 
sented by Branham. The four new 


| studies just released cover Tulsa, 


Okla., Columbia, S. C., Springfield, 
Mo., and Spartanburg, S. C. 


No. 2706. The Farmer’s Daughter 
(Modern Version). 

This study of its women readers 
has been issued by Better Farms 
It starts out with an “outline pic- 
ture,” of the average, describing 
her age, occupations, shopping 
habits, interest in the publication 
and so on, and then tabulates in 
detail facts about where she shops, 
what she buys and spends, and 
what brands she prefers. 


No. 2674. 
vey. 
Hospital Management has issu2d 
this report of a survey of lau.- 
dry methods and procedures, su2- 
gesting the vast size of the hcs- 
pital market for laundry equ’)- 
ment and supplies. Of qus- 
tionnaires sent to 1,002 hospitz's 
419 replies were received frim 
nearly 42% of the superintende ts 
addressed, 320 of whom repor' 24 
that their hospitals operate pov 
laundries. 


Hospital Laundry Svur- 


o 


No. 2689. 1946 Consumer Anal; 
of the Philadelphia Market 


This 144-page study of cn 


/sumer buying habits, brand pr *f- 


erences and dealer distribution ‘ 
household commodities has bie? 
issued by the Philadelphia E’ e- 
ning Bulletin. Information abou! 
home ownership, rental values 
is included. 
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Ovr son is to 
reproduce with perfect 
fidelity any drawing 
or painting given 
us regardless of subject 


or medium. We think we 


are pretty good at it and the long list of distinguished firms 


agencies who remain our clients year in and year out proves our contention. 


Collins, Miller & Hutchings 
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Our JOB 1s to 


reproduce with perfect 


fidelity any drawing 

or painting given 

us regardless of subject 
or medium. We think we 
are pretty good at it and the long list of distinguished firms and 


agencies who remain our clients year in and year out proves our contention. 


Collins, Miller & Hutchings 
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(MPACT Me eN-AGERS 
a TROUT FLIES 
LURE POST 
READERS 


er makes 


r-old Jo Ann Durand of Denv 


14-yea : 
> : in flies. Last January 12, the Post ran an article 
eee 9803 her called “Kid Capitalist.” Then things happened 
me tub ast ar about her | anted 135,000 
Reine}, 1 Siar: £0nj Ep 10, the fast! Business boomed! Two firms alone : rs ‘ 
_—_ 1aS dey, Kar in Oslo, Norway, offered to supp 
In elo flies. A manufacturer In ’ . 
ss tg Cr in by! See 4 sy , her with hooks. A vice president of a bank ordered fine 
: S than he y. wat, -&, Lh Cores a] ies Man, Fro nk d sent a blank check. Thousands of others, including a 
Mail’ a Ctters > Reg der for 10,0 0 try, governor, wrote too. , f their home 
til] Coming ~Oone ; S Wrote Fra ax ° mor e for her and they moved the business wee € fl ; 
a “tate to larger quarters downtown. Yes, things happen whe - © 


people read the Post! 


SHE FOUND A FORTUNE 
IN A COOKIE JAR! 


Everyone in Phoenixville, Pennsylvania, knew that Esther Hubbell’s 
cookies were out of this world. ““Why don’t you advertise your 
Town Toast Cookies nationally?” they asked. Why not, indeed, 
she reasoned. Her first quarter-page ad, March 23, brought a flood 
of letters from food distributors all over the world. What’s more, 


although she advertised in four monthly magazines and a picture 
book, inquiries from her first ad were greater than from the other five 


magazines combined! 
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n Phoenixville, Pennsylvania, knew that Esther Hubbell’s 


Everyone i 

cookies were out of this world. “Why don’t you advertise your 

Town Toast Cookies nationally?” they asked. Why not, indeed, 
rought a flood 


she reasoned. Her first quarter-page ad, March 23, b 


of letters from food distributors all over the world. What’s more, 
although she advertised in four monthly magazines and a picture 
book, inquiries from her first ad were greater than from the other five 


magazines combined! 
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Morris Lenghel, an ex-marine, was recently 
the subject of a Post article, “Clean and 
Press, Please.’’ The day the article 
appeared was “D-Day” for Lenghel “@& 
—"D" for deluge. 500 newcus- 4 
tomers swarmed into his Phil- / 
adelphia shop. And he made i, 

so many new friends | 
that business more 


than trebled! 


ADS THIS SMALL? 


On May 4, Cadet Laboratories, makers 
of Seal-Skin Hand Cream, ran a 21-line ad 
like this in the Post. They were angling for 
new dealers and, we're happy to report, 
got 100 inquiries, plus $5,000 in orders. 
Great little trade magazine, the Post! 
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Legion Ad Post Elects 


New officers of Advertising 
Men’s Post, No. 209, American | 
Legion, New York, are commander, | 
John A. Kiggen Jr., regional man- 
ager of the White Motor Com- 
pany; vice-commanders, Edward 
P. F. Eagan, New York State Box- 
ing Commissioner; Charles  E. 
Harner, Hill & Knowlton; John R. 
Layton, J. Walter Thompson Com- 
pany; Donald B. MacMaster, D. 
Blair MacMaster Company, and 
Warren O. Woodward, Hussey- 
Woodward, Inc. Adjutant is Roger 
T. Craig, American Legion Maga- 
zine; finance officer, Albert E. 
Hearn, Potter Press; judge advo- 
cate, Maj. Gen. John J. Mangan, 
assistant to the president, Fifth 
Avenue Coach Company; sergeant- 
at-arms, Richard Murrell, J. A. 
Taylor Real Estate; historian, 
Jacob C. White, J. C. White, Inc., 
and chaplain, Rev. Frank Peer 


benefit little 


others 


Board. In a few 


Changes in Credit 
Curb to Affect 
Few Until 1947 


WASHINGTON—Retail stores will | 
before 
from elimination Dec. 
credit controls and relaxation of 
by the Federal 


jewelry, musical instruments and | 
floor coverings, howev 
the famed Regulation W may boost | 
sales during the holiday season. 

Department stores foresee little | 
immediate help from the board’s 


supply. 

Sales of floor coverings may in- 
'crease because the order reduces 
ithe down payment requirement 
|from one-third to 20%. Gift shops, 
|jewelers and others recently af- 
| fected by sudden buyer resistance 
to their high-price lines believe 
the change, which exempts luxury 
items from all controls, will in- 
crease their sales substantially. 

3 ..|sales of fur coats also are ex- 
z pr hones pected to jump or at least hold 

} 
up well because of the change. 

While department store sales in 
recent weeks have ranged about 
25% ahead of last year on a dollar 

. | basis, much of the increase results 
oS, GOERS OF from higher prices. The volume of 
|sales, adjusted seasonally, has 
|dropped since August. It is not 
known whether Christmas 


| 


Reserve | 
lines, notably | 


| yet 
business will be high on a volume 


: action, because radios, vacuum ‘ : 
Beal, president of the Paddle cleaners, refrigerators hecprrenet as well as dollar basis. If 
Tennis Company. machines, stoves, furniture and | >uyer resistance continues, the re- 


Opens Publicity Office 
Dick Hyman has opened a pub- 


licity office at 983 Park Ave., New 
York 28. 


|any case, aie still 


/several other consumer durables 
still remain under control. 
in the past accounted for most of | the first of the year to move stores 
‘the stores’ credit business and, in | stocks. 


'laxation of Regulation W is ex- 
pected to help significantly after 


These | 


in very short Changes in the regulation will 


“BRUNT OF 
CAMPAIGN 
ALWAYS CARRIED 
BY STAR WEEKLY” 


... maker of 


Rhee Mole bf 


Six years ago, in August 1940, Max Factor & 
Company of Hollywood opened their Canadian 
branch in Toronto, and began advertising in 
the Star Weekly. Later, when they were ready 
to promote their famous Pan-Cake Make-Up, 
the Star Weekly carried the brunt of the 
campaign, both in black and white and colour 
advertising. The list was then extended to 
include daily newspapers. Max Factor sales 
and advertising have increased continually 
ever since, limited only by wartime shortages. 
Since then, the Star Weekly has been the 
backbone of a very successful advertising 


campaign, supported only by key dailies. 


More than 900,000 Canadian homes pay a 
dime every week in the year for the Star 
Weekly. In the urban market, where 77.5% 


The STAR WEEKL 


of Canada’s retail business is transacted, 611,- 
694 out of 1,100,337 English speaking families 
buy, and buy from, the Star Weekly. 


Because the Star Weekly blankets this rich 
buying audience, many other Star Weekly 
advertisers have success stories to tell. Cana- 
da’s four leading cosmetic advertisers have 
increased their Star Weekly advertising by 
228% in the last four years — evidence that the 
Star Weekly has done, and is doing a fine selling 
job for its advertisers, large and small, from 
coast to coast. 


PUBLISHED AT 80 KING ST. W., TORONTO, CANADA 


U.S. Representatives: WARD-GRIFFITH CO. INC. e New York e Chicago 
Detroit ¢ Boston @ Atlanta © Son Francisco © Salt Lake City 


0.000 


EVERY WEEK 


Advertising Age, November 25, | 945 


| permit lower instalment payments | 


still regulated, for the deadline for 
final payment has been extended 
on these from 12 to 15 months. 
Automobiles, still covered by 
“W,” are already covered by the 
15-month deadline. 

Among controls removed are 
those requiring that charge ac- 
counts be repaid within 70 days 
and that single-payment loans, re- 
payable in a lump sum, be settled 
in 90 days. Some stgres, however, 
may not change théir charge ac- 
count and instalment practices 
until some time after Jan. 1. 


Change Credit Status 


Some stores whose sales, before 
Regulation W was made effective 
in 1941, were largely or entirely 
| instalment sales, do not intend 
|to return to a “credit house” 
|status. Spiegel’s, Chicago mail 
‘order house, which came under 
| that classification prewar, has long 
'since determined not_to return to 
that status. “oy 
| Although some retailers will re- 
turn eventually, when competition 
'increases, to the practice of charg- 
'ing only $5 or less as a down 
| payment on costly durable goods, 
|few large stores in 1947 are ex- 
| pected to reduce down payment 
charges to less than 20%. 

In announcing the changes, the 
|board promised that “when in- 
| flationary pressures have subsided, 
| the terms of the ,regulation will 
/need to be modifig@#ijfurther.” In 
| the past, the boar as pressed for 
| legislation that would allow per- 
|manent control over credit terms. 
| Widespread hostility among mem- 
| bers of the new Congress, particu- 
| arly Rep. Jesse Wolcott, who be- 
| comes chairman of the vital bank- 
ing and currency committee, 
| Saaaees any such legislation doubt- 
| ful. 


| 

CREDIT BUYING HITS 
_ALL-TIME RECORD 

| MINNEAPOLIS — American con - 
| sumers are buying goods on credit 
at an all-time record rate, ac- 
cording to a study by Northwest- 
'ern National Life Insurance Com- 
pany. - 

| In the 12 mornft®$*ending Oct. 1, 
sales on credit increased $2,693,- 
| 000,000, or 
record increase set in 1936, the 
| study shows. It indicates that the 
all-time high of $10 billion of con- 


after Dec. 1 even on the durables | 


sumer credit in 1929 may b: 
ceeded by the early part of 
Credit sales may be exp 
to increase greatly as outp 
automobiles and other cons 
durables increases. These pr 
formerly accounted for a 
percentage of credit purchase 
at present instalment sale of 
these are still low. The po 
expansion in consumer deb’ has 
been in retail charge accoun sg, jp 
instalment loans and in 
“service credits” as doctor 
hospital services, etc. 

The report said that altho ug) 
high’ consumer indebtedness ¢ har. 
acteristically precedes a down. 
swing in business, the $9 b lio, 
debt at the end of this year w I bp 
only 6%% of the available jp. 
come, compared with an 11% con. 
sumer indebtedness mark s¢t 
1941. 
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Universal Forms Unit 
to Sell Smaller Films 


Universal Pictures Company, 
New York, has formed a sub- 
sidiary, United World Films, to 
produce and distribute 16 and 3 
mm. entertainment, educational 
and religious films. It has pw- 
chased the Bell & Howell Con.- 
pany “Filmosound” library of 
6,000 16 mm. films, and the B&H 
film “dealer and agency contact: 
have been transferred to United 
World Films. 

Matthew Fox is chairman of the 
board of the subsidiary. He wil 
continue, also, as executive vice- 
president of Universal. James F 
Franey, president of United 
World, was a colonel in the Army 
during the war as assistant chief 
of staff for personnel and admin- 
istration in the European theate: 
Vice-presidents are William fF 
Kruse, former B&H executive 
E. L. McEvoy, head of Universal’: 
short subjects department, and 
E. L. Dorfmann, since 1938 presi- 
dent of the American Institute o! 
Motion Pictures. 


Names Clark-Wandless 


Clark-Wandless Company, Ne 
York, has been appointed adver: 
tising sales representative of Di; 
fusoras del Uruguay, Montevideo 
owner of Radio El Espectador ané 
Radio Libertad of Montevide 
and the only national chain 
stations in Uruguay. Clark-Wan¢- 
less also announced addition to it 


# | staff of Linda Egidi, former inte 
double the previous | national media director of Gram 


Advertising, and recently with th 
Coordinator of Inter - Americal 
Affairs in Lima, Peru. 
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Great Bi§ Man in the South 
~The GOLDEN BELT Farmer 


iti 


ny Way You Look At it — 


A GREAT MARKET! 
* 


1945 Food Sales... 


$73,210,000.00 


28% of the North Carolina Total 
* 


The Raleigh News and Observer is the ONLY Morning and 
Sunday Daily published in the entire “Golden Belt” region. 
All-time high ABC circulation, 90,000 PLUS. 
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4 RECORD in the | ‘eld sj NEWS 


M. ACAZINE publishing 


PRESIDENT AND CHAIRMAN OF THE BOARD 


eWiqns National Bak 
£ 


uo 
Washington, B.C. 


POSTAL ZONE 13 


ROBERT V. FLEMING 
VICE CHAIRMAN OF THE BOARD 


HILLEARY G.HOSKINSON 


SENIOR VICE PRESIDENT 


October 15, 1946. 


Mr. Walter L. Brauer, Treasurer, 

United States News Publishing Corporation, 
Twenty-Fourth and N Streets, N. W., 
Washington, D. C. 

Dear Mr. Brauer: 

In response to your inquiry, there have 
been deposited with us through October 10, 1946, a total 
of 101,335 individual subscription remittances for World 
Report aggregating $460,045.00. 

It is my understanding that you began 


publication of World Report less than five months ago. 


Very sincerely yours, 


Senior Vice President. 


CHARLES C.GLOVER, JR. 


‘ eRe 1) 
World-Wide Wave of Strikes ©.) 


war: 


Germans Cool to Communism 


Coal famine Crpples turope ¢ 
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NEWS PUBLISHING CORPORATION 
THE UNITED STATES NEWS 
WORLD REPORT 
* 


Together these two magazines deliver a total of more than 350.000 net paid circulation— 


UNITED STATES 


THE CREAM OF NEWS MAGAZINE READERS 
VICE PRESIDENT IN CHARGE OF ADVERTISING ROCKEFELLER PLAZ 


N E W 


LABOR LAW CHANGES? 
BUYING TRENDS IN U. 5 


NEW SPURT IN GOODS) 


YORB 2 
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20,000 Orders 
to date 


90% of Orders 
CASH WITH ORDER 


“Direct from Ad” orders 
$895 to $100°° 


Never such phenomenal 
returns 
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The letter tells the story . . . the fantastic 
avalanche of $380,000.00 worth of business 
that cleared the shelves for WILSON SPORTS 
EQUIPMENT COMPANY, Rutland, Vermont. 
The advertising medium was SPORTS AFIELD 
. .. the advertisement, the one shown on 
the opposite page. 


Sparked by a new technique in alert, mod- 
ern editing, and brilliantly executed by the 
country’s biggest-name writers and artists 


... SPORTS AFIELD has achieved an all-time . 
high in active sportsmen acceptance. With 
a guaranteed circulation of 700,000*, it is 
the World’s No. 1 Sportsmen’s Magazine, 
with the lowest cost coverage in the market - 
that buys the best of everything. | 


IMPORTANT NOTICE: Increased rates do not be- 
come effective until February 1, 1947. Consequently, 
all orders received prior to that time will be pro- 


tected through the September, 1947 Issue. 
*Effective March Issue 1947 
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larger cities. The group also voted | tary and treasurer. 

| to set up a committee to plan ways| One new agency was elected to 
in which association members may|membership in the group, the 
| assist in improving the educational| DGB Advertising Agency, Austin, 


Agencies Told at 
opportunities offered in advertis-|Tex., headed by David G. Ben- 
ene pom Tc: 


SAN ANTONIO, TEx.—Advertising| Officers elected at the © teas —_—_____ 
agencies should “strain a point” | tion were: Thomas F. Conroy, head 
to start smaller accounts in the of Thomas F. Conroy, Inc., San Pomona Names 
right direction from an advertising | Antonio, president, and Robert L. 
standpoint, Ira DeJernett, head of| Wilson, Wilson Advertising 
DeJernett Advertising, Dallas, de-| Agency, Tulsa, Okla., vice-presi- 
clared at the recent convention of|/dent. Alfonso Johnson, Dallas, 
the Southwestern Association of! was retained as executive secre- 
Advertising Agencies. The As- | 


Aid Small Firms, 


Agency 

Pomona Company, Yakima, 
Wash., has appointed Gordon 
Smith Advertising Company, 
Yakima, to handle a newspaper 
campaign starting this month for 
|its New West apple juice. 


Advertising Age, November 25, 194g 


Names Rolfe Whitnall 


Richey & Gilbert, Yakima, 
Wash., apple packer, has ap- 
pointed Rolfe Whitnall Advertis- 
ing Agency, Portland, to handle its 
advertising. Fortune, The New 
Yorker, Sunset Magazine and 
trade publications will be used. 


Addison Elected 


A. D. Addison. advertising man- 
ager, Herald & News, Klamath 
Falls, Ore., has been elected presi- 
dent of the “Admanagers” group 


of the Oregon Newspaper Publish. 
ers Association. 


Plan Power Boosts 

Two CBS affiliates in Ne, 
Mexico, KGGM, Albuquerque, anj 
KVSF, Santa Fe, will switc 4 
new frequencies and boost 


heiy 
power about next Feb. 1. Stitioy 
KGGM, now 1,000 watts at | 24) 


kilocycles, will move to 610 kilo. 
cycles at 5,000 watts. KVSF 


Will 
change from 100 watts at | 34 
kilocycles to 1,000 watts at 129 


kilocycles. 


sociation is comprised of 36 agen- | 


cies in Texas, Oklahoma and 
northern Louisiana. 
Prevention of waste in ill-ad-| 


vised advertising and ee | 
ing campaigns must be accom- 
plished through “spade-work” by 
agencies for the small accounts, in- 
cluding G. I. business ventures 
sprouting in the Southwest’s post- 
war expansion, he declared. 

Improved media relations were | 
emphasized by the _ association, | 
which moved to investigate crea-| 
tion of agency-media committees in | 


et 


ABOUT MARKETS 
SALESMANSHIP & SUCH 
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Latest population estimate for 
Southern California (and a goodly, 
portion of KFI’s Primary Area) is | 
5,243,000...more than 31% |} 
over the 1940 Census. We'll grant, 
you that not all of these new resi- | 
dents will remain nor will all those | 
remaining be certain prospects for 
every seller's product. But one |! 
thing is sure. Southern California | 
will be a greater market for all , 
food lines *these many years to ! 
come. And that little word food 
should bring to mind KFI’s super- | 
salesman for grocery products — 
ART BAKER! This gentleman with =, 
the friendly voice recently cele- | 
brated his eighth consecutive year | 
on KFI with the ART BAKER , 
NOTEBOOK—indubitably the most | 
outstanding participating program 
heard in your Number Three mar- , 
ket. ART has long done a knock- | 
out job with food accounts and his! 
files contain a list of glowing tes- 
timonials as long as the Browns |! 
in the phone directory. In fact | 
ART BAKER NOTEBOOK now ac- | 
cepts grocery product participa- 
tions exclusively, and his Hooper , 
is an eye-opener. Why not check | 
KFI Sales or Edward Petry Co. 
for all the facts on ART BAKER. , 
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POPULAR PHILLIPS 


Cn If 


Tops among the night disc pro- 
grams that KFI's Bob Phillips con- 
ducts is a half hour show bearing 
the title of “Music For Dreaming: 
Airing from 1:00 to 1:30 a.m., 
this program (strictly on the sen- 
timental side) pulls an unsolicited 
mail response of over one thou- 
sand monthly! 


CLEAR CHANNEL 


Farts ©. Catking. ne , 


NBC ter tos ances 
Represented Nationally by Edward Petry and Company, Inc 
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‘Black Light’ Use 
in Advertising 
to Be Exhibited 


94g Advertising Age, November 25, 1946 


|of Detroit's New Center Studios, 
| who has played a major part in 
| development of the new lighting. 

The black light method is ex- 
pected to have strong influence on 
the production of outdoor posters 


| Visible to the enemy. 

The show will include works of 
some of the nation’s top illus- 
trators and will 
|Helck’s Esquire series of famous 
automobiles in history, as well as 


include Peter | one promotion for independent | 


|radio stations. 


| partment, 


|merly with NBC’s advertising and 


succeeding Wesley F., ¢ 
Geerer, resigned. Mr. Kirby, for- | 
has | 


promotion department, also 


THE 


AMERI 


tch +, DetroIt—Use of “black light” | and indoor displays, as well as to| the development of automobile | 

- theifif#to heighten the illusion of three | assist engravers in making color| drawing in all production stages, Names Johnson Manager 

tition dimensions in photographs and | plates for printing. | Adam K. Johnson, formerly ac- 

| 26 paintings will be displayed here| Radebaugh, as a major in the Kirby Joins ABC Sales pint Pigeon Ratha hg Bui snag 

, me Jan. 3-31 at the National Exhibi- Army, evolved the black light art | Winston L. Kirby has been Creery, es isaatl appointed sisal 
Rr) ie of Automobile Art. The war- | technique from his employment of | named sales development man- ager of the new San Francisco 
19g developed process will be demon-| black light in designing wartime | ager in the American Broadcasting office of Ford & Damm, Sacra-| 

strated by the work of Radebaugh | instrument panels which were in- |Company’s national spot sales de- | mento, Cal., agency. 


Continuing surveys show 342 MILLION of these “P.M. MINDS” — every 


Popular Mechanics because their alert, inquiring minds are keenly 
interested in new facts and ideas. They know that advertising, too, 


contains information they can use, so they read ads deliberately. 


one a lively prospect for any man-bought product. 


ideas and products that make for better living.” 
—WILLARD S. FRENCH 


BROOKE, SMITH, FRENCH & DORRANCE, INC. 


You've described the “P.M. MIND” perfectly, Mr. French. Men read 


Wuen a man really wants something, he will read about it. He compares brands, 
features, prices... and once he decides, he will usually find a way to finance the 
purchase. That’s why advertising that reaches five interested people is more produc- 
tive than that which reaches ten who are not interested. This is one reason for the 


success of publications read by ambitious men whose minds are unusually alert to 


EEK 


Cacletion 


80480! 


P.S. These are the official 
ABC figures for the 20 
distributing units, 6 months 
ended March 31, 1946. 


... and at the lowest 

cost per color page per 

thousand of any leading 
weekly magazine 


“We just can't help waving a 
banner when we can show you 
figures like these .. .” 


@ The American Weekly pro- 
vides effective coverage in 
more communities of every 
size than any other publica- 
tion ever delivered into 
American homes. 


@ The American Weekly goes 
into 20% or more of the 
homes in each of 3838 com- 
munities of 1000 population 
or more.These places include 
the 713 key cities where 70% 
of all retail business is done. 


@ More than 14,500,000 fami- 
lies live in these communi- 
ties—over 7,000,000 (nearly 
50%) read The American 
Weekly. 

@ In addition, over 1,000,000 
families in places under 1000 
population also read this 
great national magazine. 

@ This includes men and wom- 
en in every walk of life, in 
every income group, in every 
educational or social class. 


For years leading advertisers 
have called The American 
Weekly the most effective sin- 
gle medium for national ad- 


vertising . . . and for winning i 
the enthusiastic support of local bes, ma 
merchants. 


THE AMERICAN 
\VEEKLY 


“The Nation’s Reading Habit” 


MAIN OFFICE: 
959 Eighth Avenue, New York 19, N. Y. = 
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Based on studies made by Crossley, Inc., validated by Magazine Audience Group. 


Per cent Total Audience 
of population Reached Per Issue 
MAGAZINE reached (Teen-Age and Over) 


(LOOK 11.3 12,650,000 


AMERICAN 8.4 9,400,000 
COSMOPOLITAN 6.4 7,150,000 
21.0 22,550,000 

(SAT. EVE. POST. 11.8 12,700,000 
COLLIER’S 10.1 10,900,000 


“<The population’ 10 yrs. and older of 112,000,000 includes a conservative estimate 
of the servicemen re-entering the civilian population during the first six months of 1946, 


LOOK REPORT 


1946 mated at July 1, 1946 


1, 


LIFE REPORT 
based on U.S. civilien popu- based on U. S. civilian popu- 


lation 10 yrs. and older esti- lation 10 yrs: and older esti- 


107,500,000 


mated at Jan. 


Who are the 


Big Three 


In Magazine Readership? 


. Life, LOOK and the Post top the list— 
with more than 12 million readers each 


| And if cost per thousand interests you —LOOK again! 


This advertisement is addressed to advertisers from 15 to 34, your money goes farthest in LOOk 


who are scanning their 1947 magazine schedules. 
If you want to reach people in the age grou 


If you want to reach people at the lowest cost from 15 to 44, your money goes farthest in LOCk 
per thousand, your money goes farthest in LOOK. 


If you want to reach men only in the age grou 
If you want to reach people in the age group from 15 to 34, your money goes farthest in LOOK 
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OOk 


t you want to reach men only in the age group 
rom 15 to 44, your money goes farthest in LOOK. 


f you want to reach people in the A, B, C eco- 
omic groups with color pages, your money goes 
aithest in LOOK — and you pay within 1¢ per 
housand of the lowest price when you use black 
nnd white. 


statements like these deserve proof, and you'll 
nd the proof all figured out for you in the tables 


shown here. Except in table 6 these show cost- 
per-page-per-thousand, based on black and white 
page, one-time rates. Only LOOK and Life grant 


frequency discounts. For complete report, write to 
LOOK, 511 Fifth Ave., New York. 


2. Ss , Wecan’t hope to be first all the time—but we also 


deliver women readers at the lowest cost in com- 
parison with the weeklies. (See tables 8 and 9.) 


2. 


TOTAL AUDIENCE 
___ cost per 1,000 


(LooK). . . $0.50 
oat. 

AMERICAN .. 59 
COLLIER’S ... 64 


. a 


COSMOPOLITAN. 71 


a —— 


3. 


MEN ONLY 15-34 
cost per 1,000 


AMERICAN 
COLLIER’S .. . 


(eo... ss 470 


COSMOPOLITAN . 


&. 


7. A,B,C ECONOMIC GROUPS 
(Page black and white) 
cost per 1,000 


Americas Fat Magazine 


(Look). . . $1.00 
AMERICAN . . . 


COSMOPOLITAN . 


=. 


OST). 


COLLIER’S . 2 COSMOPOLITAN ._ 1.09 
1.69 (ie. «ce ss OR 
2.19 POST). . . . . 1.40 


COLLIER’S .. . 


AMERICAN . . . 2.57 1.42 
(Post). . . . 2.76 COSMOPOLITAN . 1.46 
COSMOPOLITAN 4.29 (Pos). . . . . 1.67 


WOMEN ONLY 15-34 


AMERICAN . . . $1.89 AMERICAN . . . $1.36 
(look). pene COSMOPOLITAN ._ 1.99 COSMOPOLITAN 1.46 
e e e . e fis Rng 
COLLIER’S . 0.95 CLook> o + + + 2.01 (GOK) 2+ + + 152 
LIFE Se 0.98 COLLIER’S eu 4 2.64 COLLIER’S ee 1.88 
COSMOPOLITAN 0.98 C2 LIFE. . 2.23 
(Post). . . 1.17 (POST). . . . 4.11 (POST. 2.85 


newsstand today—and see 
why 12,650,000 people 
read LOOK every issue. 


3, 


AGE GROUP 15-34 
cost per 1,000 


AGE GROUP 15-44 
___ cost per 1,000 


(LOOK). . . $0.76 


AMERICAN... . 89 
COLLIER’S .. 1.07 


1.27 
1.51 


6. A,B,C ECONOMIC GROUPS 
(4-color paige) cost per 1,000 


MEN ONLY 15-44 
cost per 1,000 


(LOOK). . . $1.19 
2.38 AMERICAN . . 1.20 


2.48 COLLIER’S . 


Gi)... .. 


1.36 


9. WOMEN ONLY 15-44 


cost per 1,000 cost per 1,000 


Buy your copy of the 
current issue at your 
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More Products Add. 
’ ’ 

Floors’ as Others 

. i] age ’ 

Raise ‘Ceilings 

New YorK—While many manu- 
facturers of products ranging 
from soap and floor coverings to 
electric appliances and automo- 


biles, have taken advantage of the 
recent ending of OPA controls to 


boost prices, others—notably in 
the drug field—are promoting new 
price “floors’’ under fair trade 
agreements. 

Four units of Sterling Drug, 


Inc.—the R. L. Watkins, Chas. H. 
Phillips Chemical, Centaur and 
American Ferment divisions—have | 
just announced that fair trade 
agreements covering such prod-| 
ucts as Dr. Lyon’s tooth powder, 
Phillips’ milk of magnesia, Molle 
shaving cream and Ironized yeast, 
will be mailed soon to all retailers 


in states having fair trade laws. | 

Among other Sterling products | 
already under fair trade are 
Bayer aspirin, Fletcher’s Castoria, | 


syrup pepsin and Double-Dan- 


derine. 
Promises Enforcement 


In a full-page business paper 


| tion to 
'elude Artcraft Hosiery 


Advertising Agency, 
that 
be increased in price.’ 


Advertising Age, November 25, 


New York, | dollar sales, larger net profits for | 
“Playtex baby pants will not! you.” 


General Electric, on major ap- 


Others which have run business! pliances, and General Motors, on | 
Campho-Phenique, Dr. Caldwell’s| paper ads announcing their inten-| motor cars, recently have boosted | 


“hold the price line” 
Company 
and Pauline Gordon, Inc., 


sieres. 


Refuses ‘Temporary Gains’ 


ad, through Erwin, Wasey & Co., | 


R. B. Semler, Inc., announces that 
it “can now enforce fair trade 
prices, as announced last fall,” 
for Kreml hair 
poo. The prices could not be en- 
forced up to now, the company 
explains, “due to OPA regula- 
tions.” 

Meanwhile, Adam Hat Stores 
has taken large-space insertions 
in about 100 newspapers, through 
Biow Company, to announce re- 
ductions in the price of its $10, 
$12.50 and $15 men’s hats to $8.45, 
because of “consumer protests.” 

International Latex Corporation, 
Dover, Del., is telling the trade 
and consumers in newspaper ad- 
vertisements through 


tonic and sham- | 


Congress | 


| Austin Igleheart, president of 
General Foods, reports no general 
| price rise in its products. “We ex- 
pect to stay in business a long 


in- | 


bras- | 


prices substantially, and A. & M. 
| Karagheusian, 
prices on Gulistan rugs and car- 


Inc., has raised 


| pets, because of ‘‘a substantial in- 
| crease in material and labor costs | 


since April, 1946, when the OPA | 


/granted the industry an increase 


time,” he said, and the company | 
will not “risk the loss” of cus-| 
tomer confidence “for any quick | 


and temporary gains.” 


Julius Kayser & Co. and Emer-| 


son Radio & Phonograph Corpora- 


tion have issued statements saying | 


that they will make no general} 
price increases for the present. 
On the other hand, Johnson & 
Johnson tells retailers in a busi- 
ness paper ad that 


dressings at new, higher 
prices that will bring larger gross 


BOWLERS . 


BUYERS 


they concentrate on the 


papers... 


In bowling, business or advertising, the top scores are 


turned in by the men who hit the kingpin. . . 


hit it every 


time, with everything they've got. 


. can’t afford to waste balls aiming for the 7 and 10 pins... 


kingpin. 


.can't afford to waste time on half a dozen different trade 


they concentrate on the leading sources of com- 


plete, authoritative information. 


ADVERTISERS«can' afford to spread budgets thin on a number of smaller 


é BOOT and SHOE 
! 


Ccordaer 


NATIONAL VOICE OF THE TRADE 


Published Twice Monthly 
A Chilton ® Publication 


100 East 42d Street, New York 17, N.Y. 


papers abe 


they concentrate on a publication which pro- 


vides more information for more buyers in the largest number 


of top-flight stores. 


In shoe advertising, the top sales scores are turned 


Boot and Shoe 


shoe trade papers .. . 


in by manufacturers who hit their market with the 


Recorder — recognized kingpin of 


hit it through every issue, 


with everything they've got. 


“now you Can| gram companies (AA, Nov. 
sell Johnson & Johnson surgical| are going to make whisky more | 


prices— | expensive for Christmas. 


| to 


|over ceiling prices.” 


The newspaper PM, New York, 
carried an article by Milton Am- 
sel in its Nov. 17 issue, headlined 


|“Big Markup Runs Hearing Aids 


$200,” which points out that 
prices of all but four of 13 brands 
listed now start at $100 or more. 


Others Boost Prices 
Soap makers, led by Procter & 
|'Gamble and Lever Brothers, have 
| announced increases in wholesale 
prices ranging from 50 to 100%. | 
Major distillers—except the Sea- 
11)—| 


The Hoover Company, 


| will not increase established prices 


| 


| 


| Memphis, 


| prices, 


| time, 


for vacuum cleaners and Bret C. 
Neece, New Britain, Conn., head of 
the Vacuum Cleaner Manufactur- 
ers’ Association, said the industry 
“foresees no great changes in the 
price structure.” Decontrol, he 
added, does offer opportunity for 
“reasonably flexible readjustment 


|in the case of some cleaners, with 
| relation 


to the actual costs in- 
volved.” 
Walter 


manager, 


J. Wood, general sales 
E. L. Bruce Company, 
proclaimed a “hold the 
line” policy on hardwood flooring 
He said a premium-pay- 
ment program set up for the in- 


|dustry several months ago prob- 


ably will remain in effect for some 
thus helping hold prices 
down. 

Cory Corporation, 


Chicago, in 


North | 
Canton, Ohio, announced that it| 


946 


we are happy to announce: 


KREML 
CAN NOW ENFORC: 


FAIR TRADE PRICES 


in a stanes Raving tate rade levers | 


FAIR TRADE PRICES NOW IW Eiricr 
RREML HAIR TONIC 


dee t” 
oo. 


ro ta” 


Yao Yee in 


register bum & merry tune as it piles wp mew, 


RB. SEMLER, INC. new canaan, coum. 


DISTRIBUTORS OF KREME BALE TONIC AND BREN SHAMPOO 


‘HAPPY DAYS' AGAIN—In business 
paper space, R. B. Semler, Inc., New 
anaan, Conn., tells retailers that its 
fair trade prices, announced for Krem| 
hair tonic and shampoo in December 
1945, but unenforceable because of 
OPA rules, now can be kept—and 
Semler intends to see that they are, 


advising jobbers of a price boos 
on its appliances, told them that 
all Cory merchandise shipped afte; 
Nov. 15 would be subject once 
again to full jobber and dealer 
discounts. 

Mark Simpson Mfg. Company, 
New York, maker of Masco sound 
systems and accessories, said ij 
contemplates no price changes— 
but the policy is “contingent upon 
the cooperation we receive from 
our suppliers.” 


Bottler Magazine Bows 


Mid-Continent Bottler, a new 
monthly published by Financial 
Publications, Inc., 408 
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building, Kansas City 6, Mo., pub. 


lisher of Insurance Magazine and 
Bank News, made its appearance 
this month. Coverage includes 
all bottlers in 15 states of th 
mid-continent area. 


A.B.C. figures by Firs 
Quarters show New 
and Courier & Pos 


Total Daily Circulatior 
rise of 60%, 1946 v 
1941. 


News and Courier & Post Milline 


2.47 


Lowest in South Carolina 


CHARLESTON EVENING 


CHARLESTON, S. 
“A REPRESENTED BY THE JOHN BUDD CO. 


Th 
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nc: I'Liberty’ Becomes 
Bi-Weekly Feb. 1 


New York — Effective with the 
Feb. 1 issue, Liberty will be pub- 
lished every two weeks instead of 


RCE 


Advertising Age, November 25, 1946 


Gets Apparel Account 


Barbara Joan Togs, New York, 
manufacturer of teen-age apparel, 
has named Moss & Arnold Com- 
pany, New York, to direct its ad- 
vertising. Teen-age magazines and 
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1946 vy NBC shows and 
KDYL’s alert 

Milline 


that with Reincke-Ellis-Young- 


each week, Paul Hunter, publisher, 


trade publications will be used. 


announced this week. With the| Starts Own Agency 


May 10 issue, circulation guaran- 
tee will advance from 1,300,000 to 
1,400,000, 


James A. Richardson, formerly 


hie with Knollin Advertising Agency, 
and advertising rates|San Francisco, has opened his own 


will increase from $2,600 to $2,940 | agency at 12 Geary St., San Fran- 


a black-and-white page. 
Liberty’s 26 issues a year will 


cisco. 


Ronson Unveils 
$200 Gold Lighter 


New York —In the belief that 
the public demands a _ luxury 
lighter, Ronson Art Metal Works, 
Newark, is launching promotion 
for its “Banker,” a gold lighter re- 
tailing for $200. 

The company emphasizes that 
the lighter is 14 kt. gold through- 
out, with the exception of some 
functional parts. Promotion will 


consist of magazine advertisements 
and pages in jewelry business pa- 
pers, as well as Ronson’s “20 Ques- 
tions” program on Mutual. 

Cecil & Presbrey is the agency. 


Shea Joins Chirurg 


Edmund J. Shea, for the past 
seven years with Lever Bros., 
Cambridge, Mass., in charge of 
buying spot radio time, has joined 
the Boston staff of James Thomas 
yi Company as director of 
radio, 
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Jilg Joins Adplans 


Henry Jilg, formerly serving in 
advertising capacities for state of 
Washington newspapers, has been 
appointed sales manager for the 
state by Adplans, Inc., Portland, 

re. 


WBBM Appoints Blair 


Gladys Blair, with WLS and 
Prairie Farmer, Chicago, for sev- 
eral years, has been appointed 
home adviser of Station WBBM, 
CBS station in Chicago. 


contain more pages, fiction, pic- 
tures and articles than heretofore 
carried in weekly issues, Mr. 
Hunter explained. The book con- 
densation, formerly printed on 
special stock, will be continued on 
slick paper, accompanied by four- 
color illustrations. The magazine 
will also resume publication of 
full-length eight-part serial stories, 
which during paper shortages were 
limited to two parts. More stories 
for men and women will be used, 
Mr. Hunter said, and one major 
added feature will be a 16-page 
picture section, edifed by Hendry 
Lars Bart, which will include pic- 
ture stories, personalities, news, 
movies, science, sports and home 
in pictures, with much four-color 
photography. 

The new 26-time Liberty will be 
printed throughout on heavier pa- 
per, effective with the Feb. 1 issue, 
and by the end of the year it is 
expected that the mills will be de- 
livering 50-pound machine coated 
stock. 


Murphy Joins Basford 


Donald Murphy, recently re- 
leased from the Navy and before 


green & Finn, Chicago, has been 
amed an account executive of 
M. Basford Company, New 
ork. He is a past president of 
he National Industrial Advertis- 
rs Association. 


Folks here like 
the happy 


local 


showmanship. | 
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“HE RIDES | 
HERD ‘ON “DONKEYS'} 
AND “ELEPHANTS” | 


SET So OM NNT 


A BOUT the time Teddy Roosevelt was sounding 
the “Bull Moose’ call, Hub M. George 
was getting his nose for news shaped, up in the 


Calumet, Michigan copper country. 


Hub and “‘Pete’’ Hungerford, now public re- 
lations director of the Michigan Bell Telephone 
Company, were the only reporters to flash to the 
outside world the story of the famous Calumet 
Christmas fire panic in which eighty-seven children 


lost their lives. 


A quarter century ago, when Harding’s ‘“‘nor- 


malcy’”’ was the vogue, Hub began his real career 
at The Detroit Free Press. By virtue of his innate 
ability and capacity for hard work, he has become 
one of the veteran political reporters of America, 


The Detroit Free Press 


JOHN S. KNIGHT. PUBLISHER 


ON GUARD | 
A CENTURY 


*HUB M. GEORGE 
Political Writer 


although his flair has been for the interpretation 


of local shibboleths and men to the people of 


Michigan. 


Riding herd on both “donkeys” and “elephants”, 


Hub has watched ten governors come and go in 


Michigan. He has seenWayne County flip-flop from 


a Republican camp into a Democratic stronghold 


and back again. Hub has that unique and valuable 


characteristic of being liked and being trusted, 


and in his own quiet, sincere way, he “worms” 


the real stories out of those who appoint them- 


selves to become the “essence of government.” 


His talent is a rare asset to The Detroit Free 


Press .. 


. his experience and ability of immense 


value to the readers of this newspaper. 
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FM Group Plans 
Membership Drive, 
Wins FCC Favor 


WASHINGTON — The new Fre- 
quency Modulation Association 
mapped an intense membership 
drive here this week as it received 
a promise from acting Chairman 
Charles R. Denny that the FCC 
“stands ready to do everything 
possible” to see that frequency 
modulation eventually replaces 
standard broadcasting. 

The meeting with Chairman 
Denny and members of the com- 
mission was part of a two-day ses- 
sion of the founding group of 11, 
devoted to formulation of a gen- 
eral program which is to be re- 
ported to the FM industry at a 
meeting tentatively scheduled for 
New York some time in January. 

During the intervening period 
the founders hope to increase sub- 
stantially their present member- 
ship of 40, and to lay plans for a 
public relations fund to explain 
FM to the public. This fund, to 
be collected from broadcasters, ap- 
plicants, equipment designers and 
others, will not go into paid ad- 
vertising, however, according to 
Leonard H. Marks, legal counsel 
for the new group. 


FM for Every Home! 


Speaking for F. M. A., acting 
Chairman Roy Hofheinz, KTHT- 
FM, Houston, reported that the 
aim of the new group is “to fur- 
nish data and information pertain- 
ing to FM broadcasting to our 
members, and to acquaint the 
American public with the many 
advantages and fine qualities of 
FM radio. 

“We will not be satisfied until 


“i he tee 1 
* vs Oe 


every American home has an FM 
receiver.” 

Mr Hofheinz said it would be 
the purpose of the association to 
serve as liaison with the FCC, and 
other agencies and organizations. 
FMA, organized at the NAB con- 
vention as a successor to FMBI, 
will be made up of FM licensees 
and applicants; suppliers of equip- 
ment, receiver and _ transmitter 
manufacturers and “anyone with 
an interest in seeing FM estab- 
lished as the finest medium of 


broadcasting.” Many of its mem- 
bers are also members of NAB, 
which they recognize as the over- 
all group representing interests of 
all broadcasters. 


Reveals FM Plans 


With final FCC approval for an 
FM radio station in Harrisburg, 
Pa., the Patriot Company, pub- 
lisher of Patriot and News, is 
making plans for business offices 
and studios in the Ensminger 
building and for a transmitter five 


° 
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miles from the city. A contract 
has been signed with Radio Cor- 
poration of America for the pur- 
chase of transmission equipment. 
No operation date has as yet been 
set. 


Chap Stick Names Walsh 


Chap Stick Company, Toronto, 
has appointed Walsh Advertising 
Company, Toronto, to handle the 
promotion of Fleet’s chap stick, 
pomade in lipstick form for 
chapped lips, which is being in- 
troduced to the Canadian market. 


The introductory campaign wil] 
be run in Toronto and Montrea| 
this month, and extended plans 
are expected to materialize early 
in the new year. 


Names Tullis Agency 


Tullis Company, Los Angeles 
agency, has been named to handle 
the advertising of all professiona] 
basketball games to be played this 
year in the Los Angeles Olympic 
Auditorium. Seven southern Cali- 
fornia stations will carry spot an. 
nouncement schedules. 


COSTS NO MoRE 


May We Suggest . = 


Now is the time to employ our counsel 
and services to insure best acceptance, 
moximum use, consistent results . 


We are a Display Agency and cooperate 
fully with your advertising agency to 
“Pipe-in" the force of national advertising. _ 


36 Pages... 420 Pictures... an Exhibit 
of Performance... Write for a copy 
of it Today on your business letterhead. 
Interview with Principals « No Obligation 
AMERICA'S LARGEST ORGANIZATION 
SPECIALIZING IN 
MERCHANDISE PRESENTATION 


W. L. STENSGAARD 


ju N. JUSTINE STREET © CHICAGO 7, ILL. 


AND ASSOCIATES, INC. | 
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$97 Wire Recorder 
Placed on Market 


New YorK—First low - priced 
wire recorder to reach the market, 
a $97.50 outfit being produced by 
Milo Radio & Electronics Corpora- 
tion, Was demonstrated for the 
business press here recently. 

Burke & Wayburn, agency for 
the manufacturer, will launch ad- 
vertising for the recorder within 


the next several weeks in New 
York newspapers, AA was told. 
The St. George wire recorder, 
as the product is called, comes with 
a microphone and a_  7,200-foot 
spool of steel wire which plays for 
a full hour and may be used re- 
peatedly. The recorder, which also 
has a phonograph turntable, may 
be connected to a home radio or to 
an amplifier unit which Milo is 
making to sell for $30. Reproduc- 
tion from the wire is claimed to 
be superior in fidelity to phono- 


graph records. 

Initial promotion will stress 
home uses for the recorder, which 
can be used to record radio pro- 
grams and phonograph recordings 
as well as original voice material. 


Starts ‘Stork Club’ 


The Farmers & Mechanics Sav- 
ings Bank, Minneapolis, has an- 
nounced a new “Stork Club Sav- 
ings Account,’ described as 
“financial heir-conditioning” by 
Richard Clark, head of the bank’s 


new account department. The bank 
provides blue and pink savings 
passbooks suitable for establishing 
funds as a trust for infants. 


Ronalds Transfers Smith 


Glen D. Smith, for the past two 
years account executive in the 
Toronto office of Ronalds Adver- 
tising Agency, has been trans- 
ferred to the agency’s Montreal 
office. W. A. Bishop, formerly a 
reporter on the Windsor Daily 
mare has joined the Montreal of- 
ce. 


THE NATIONAL BROADCASTING COMPANY 


serves Manor House 


Tening the story of a premium-quality product to a 


premium-quality audience—that’s WMAQ’s Manor 
House Party, presented by the W. F. McLaughlin 
Coffee Company. 


Each weekday evening at 6:30, Skip Farrell’s mel- 


low songs blend with rich harmonies by the Art Van 


Damme Quartet in a quarter-hour appropriate to 


gracious hospitality. 


For the last 7 of its 94 years, McLaughlin has been 
using WMAQ’s power and prestige to reach buyers 


of Number 1 goods in America’s Number 2 market. 


Through times of stringently limited supply, the fine 


qualities of Manor House Coffee were kept tanta- 


lizingly alive in those buyers’ thoughts. Now, more 


Manor House Coffee is sold than ever before. 


It’s sound business to gain the selective attention of 


WMAQ’s vast audience. 
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ADVERTISING 
AGENCIES 


EARN THEIR 
FEES? 


WHAT SERVICES DO 
THEY PERFORM FOR 
MANUFACTURERS? 


You will find the answers to these, 
and to many more “sticklers” in 
this comprehensive, useful guide— 


ADVERTISING AGENCY FUNCTIONS 
AND COMPENSATION 


By the Editors of Advertising Age 


Here, for the first time, is a fac- 
tual, timely guide to existing prac- 
tices in advertising agency service. 
More than 300 advertising man- 
agers and agency executives spent 
from one-half to three hours ana- 
lyzing their advertising service to 
contribute to this meaty report. 
Dozens of advertising agencies 
have ordered copies in quantities 
for distribution to their clients, and 
to their own staffs. One advertis- 
ing manager ordered 12 copies to 
pass on to “top management.” It 
will help you, your clients and 
your employes to understand bet- 
ter this agency business. 

Here are comments by readers: 


“This is the most valuable piece 
of literature of its sort we have 
ever received .. .” 

Agency president 


“You have made a real contri- 
bution to the business, for which I 
am sure we all owe you a vote of 
thanks . . .” 

Agency principal 


“Wt is something that our busi- 

ness has needed for a long time.” 
Account executive 

“My personal opinion is that 

you better get a lot of paper to- 

gether so that you will be pre- 

pared to meet the avalanche ef 


requests .. .” 
Advertising Manager 
“1 am learning the advertising 


business, and your booklet has 
helped me tremendously . . .” 
Veteran 


Whether you are an advertising 
manager, an agency executive, or 
a supplier, this booklet will help 
you gain a clearer understanding 
of the business of advertising. It 
will help you interpret advertising 
better to top management. It will 
give you clearer insight into your 
own advertising job. 


I 

! 

While the limited supply lasts, you 

, can get extra copies of this infor- 
mative, factual report for $1 each. 

| Order one now for your own files. 

I Order extras for every associate 

| concerned with marketing, mer- 

(| chandising, sales, or advertising. 

|| Price, one dollar from... 

{| Advertising Publications, Ine. 

j 100 E. Ohio St. Chicago 11, Il. 

‘ 

s 


FILL IN AND MAIL THIS COUPON TODAY be 


Enclosed is $ 
Company 


Address 


a a oe oe ee eee ee + 
Advertising Publications, Inc. 
4 1125 

E. Ohio St., Chicago 11, IIlinois 

pal Hh. 
Please send me * .. coples eof 
“Advertising Agency Functions and 
Compensation." 
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OPA Economists See Price 
Break Jan. 1—or Little Later 

WASHINGTON — Though econo- 
mists are not predicting that a 
serious depression is immediately 
ahead, some of the better ones feel 
that business men ought to be con- 
cerned about statistical barometers 
which indicate that prices are now 
badly beyond the average consum- 
er’s pocketbook. 

For a time consumers were able 
to overcome price increases by re- 
ducing their rate of savings. Now 
this slack is gone, for at best only 
the elite among organized labor 
have had additional income in any 
way comparable with inflation 
since V-J Day. 

With food up 45% since June, 


By STANLEY E. COHEN, Washington Editor 


retail sales leveled off this sum- 
mer. In September the volume of 
goods was off 3% from the peak. 
Though sales were still far above 
the top of the chart, apparel store 
totals were off 10%, general mer- 
chandise stores 6%. 

Some OPA economists feel a 
price break, except for a few dur- 
ables, will come with the new 
year; others feel it will come a 
little later. Their conclusions are 
based, among other things, on fail- 
ure of department store sales to 
make customary pre-holiday sea- 
sonal gains. 

* * ck 


Fate of the Senate small busi- 


ness committee must await return 
of Sen. Kenneth Wherry, now in 


Europe, reportedly to study over- 
seas information work headed by 
Undersecretary of State William 
Benton. If small business com- 
mittees are continued, they will 
probably be run by Wherry on the 
Senate side, and Leonard W. Hall 
of New York in the House. 
* * * 


OPA personnel are finding it a 
lot easier to locate new jobs for 
stenographers than _ economists, 
lawyers and other professional 
men and women who have been 
dismissed. OPA officially denies 
resorting to “tie-in sales” requir- 
ing agencies to take quotas of pro- 
fessional people in order to -get 
stenographers. 

of * K 

Industry experts believe the 
lead shortage will ease now that 
the State Department has ended an 
international agreement which pre- 
vented U. S. manufacturers from 
buying from some of their best 
prewar suppliers. With the end 
of price control, the paint industry, 
storage battery manufacturers and 


petroleum refiners are free tocomb 
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world markets or offer premium 
prices to attract lead from mar- 
ginal domestic mines. 

* °K * 

Latest figures show that nearly 
90% of 406,000 Veterans Admin- 
istration loans to World War II 
veterans have been for homes. In 
addition, nearly 1,960,000 former 
G.I.s are receiving education and 
training benefits from the govern- 
ment. Of these 1,300,000 are in 
schools or colleges; 660,000 are 
getting on-the-job training. 

* a” * 

As price control and other regu- 
lations end, monthly report forms 
which provided data for Census 
Bureau’s “Facts for Industry” 
series are lost too. In some cases, 
Census hopes to continue gather- 
ing this production information on 
its own. In others, the statistical 
job will revert to trade associa- 
tions. 

* * * 

FTC brought its list of electric 
transcription makers up to date. 
To avoid the duplication that 
would result if it checked through 
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with MEYERCORD DECAL 


Valances and Window Signs 


a Tip-Top Bread captures tip-top display space 
free on thousands of store fronts with Meyer- 
cord Decals. Ward Baking Co. uses a complete 
Meyercord program: personalized Dealer- Name 
Decals... colorful window valances ...merchan- 
dise description panels... plus the same vivid, 
loaf-of-bread trademark on trucks. A smash hit! 


ON WARD’S 
TRUCKS TOO! 

Ward's famous Signs 
in Action As Mo- 
bile Billboards 


Meyercord Decals stimulate action where 
action counts—at the point of sale! Dealers 
welcome them because they attract cus- 


tomers... sales.. 


. profit. Advertisers 


like them because they provide lasting, 
colorful, economical dealer identification. 


colors, size, design. For 
details, write today. 
Address Dept. 39-11. 


‘THE MEYERCORD Co 


World’s Largest Decalcomania Manufacturer 


STREET +.» + CHICAGO © 


Decals personalized by unique Meyercord 
methods win preferred space on America’s 
Main Street. Display your product name, 
brand or trademark in winning combi- 
nation with Meyercord Decals. They’re 
washable, durable, easy to apply, in any 


OU EXBIBIT 1S IW A FREOBT OR 
IN SERSY CHV! HOPE TO 
HAVE 17 SET UP TOMORROW 


“UIBBEYGLASSCO. =. 

ALIBI—Conventioneers at the National 

Hotel Show in New York did a quick 

double-take when they saw this sign 

where the exhibit of the Libbey Glas; 
Co. was supposed to be. 


individual stations, the commission 
collects typed copies of the com. 
mercial portions of radio record- 
ings each month from the sources, 
Individual stations are visited only 
twice a year. National and re. 
gional networks provide materia] 
on a continuous weekly basis. 
* * «& 


Latest summary shows paper 
still hard to get, though production 
remains bright. With pulpwood 
receipts at a record 18,500,000 
cords for the year, virtually all 
mills will continue at capacity 
through the winter. Book paper 
is tight despite production 15 to 
30% above the September, 1945, 
rate, and it will be late 1947 before 
new newsprint capacity replaces 
the 168,000 tons diverted to other 
papers earlier this year. 


Jeanette Cain Agency 
Gets Four New Accounts 


Burke-Mayer & Associates, na- 
tional distributor for toy manufac- 
turers, has appointed Jeanette 
Cain Advertising Agency, Los An- 
geles, to handle an advertising 
campaign for cartoon records by 
Dave Fleischer and miniature 
planes made by Falcon Model Air- 
plane Company. The agency has 
also been named by Super Fashion 
Garment Company, Elaine Blouse 
Mfg. Company and Picture Modes, 
all in Los Angeles. 

Jeanette Cain agency has moved 
its offices to larger quarters in the 
Ninth & Hill building. 


Four Appoint Rowen 


The following advertisers have 
appointed the Julius J. Rowen 
Company, New York, to handle 
business paper advertising and di- 
rect mail campaigns: Heat-X- 
Changer Company, heat exchanges 
and liquid coolers; Arenco Ma- 
chine Company, jar and tube fill- 
ing machines, tobacco drying and 
cigar-making machinery; Business 
Systems Corporation, pay contro 
and accounting systems, and busi- 
ness forms, and Valjean Pear! 
Corporation, simulated pearls. 


Prints Data on Luggage 


Skyway Luggage, Seattle, has 
prepared a 16-page booklet, en- 
titled “Luggage Selector for Mod- 
ern Travel,” which contains the 
latest improvements in luggage 
handling facilities by air lines, 
railroads, bus companies and 
steamship lines, together with 
“packing” tips to travelers, Spen- 
cer W. Curtiss Company, Seatile, 
is the agency. 


CANDY INDUSTRY 


~~ Deh Gussow, Editor & Publisher 


33 W. 42nd St. New York 18, N.Y: 
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Business Council | 


Sees ‘Severe Bust’ 
in Trade in 1947 


WASHINGTON — “Some time in 

1947 the economy will suffer a 
severe, but short set-back,” the 
New Council of American Business 
reports in publishing “Operation 
Boom-Bust,” the summary of a 
recent confidential survey as to the 
possibilities of a serious depres- 
sion. 

The booklet warns that “this 
prief but violent bust will threaten 
every independent business in 
America, will destroy thousands of 
businesses today making comfort- 
able profits.” It offers nine sug- | 
gestions to the small business man 
interested in survival: 

1. “Do not build up inventories. 
The smart ones who seek to profit 
most from inventory mark-up and 
accumulation stand to lose most— 
should they misjudge the time to 
sell out.” 

2. “Make short-run, not long- 
run commitments.” 

3. “Maintain a liquid position.” 

4. “Ascertain, if possible, what 
portion of business on order is 
bona fide, what portion consists of 
duplicate, or excess ordering.” 

5. “Keep a short rein on sce 
and delinquent accounts.” 

6. “Tighten terms on instalment 
credit.” 

7. “Make certain your receiv- 
ables are not concentrated in a few 
large accounts.” 

8. “Do not risk too much of 
your inventory on consignment.” | 

9. “Postpone construction) 
changes at inflated costs.” 


Cites Continuing Rise | 
As ingredients of the situation, | 


| 
| 


the booklet lists first the continu- | 


ing upsurge of the price line, and 
points out that many rises in com- 


modity prices have still not been) 
reflected in the general picture be- | 


AMERICA'S BIGGEST 


APPLIANCE PARADE IS. 


DOWN SOUTH! 


Increased buying power, 
lack of cheap ‘‘household 
help”, more wired homes and 
rge gains in permanent popu- 
tion mean unlimited oppor- 
‘nities for big profits in the 
Southern electrical appliance 
arket. 


ELECTRICAL SOUTH, 
th its 11,000 copies monthly, 
aches the important appli- 
ice distributors and dealers 
roughout the 17 Southern 
and Southwestern states — 
your fastest growing market. 


~~ — 
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cause of the length of time re- 
quired for the prices to be re- 
flected along the price line. The 
second factor, the NCAB says, is 
that inventories now being built 


|up will result in a cutting-back of 


excess or duplicate orders in the 
distribution pipelines. 

The rising price line will also 
price low-income families out of 
the market, the report says, and 
construction will be reduced as 
construction costs soar. The real 
danger to business occurs on the 


down-grade, and the coming re- 
cession will be “far sharper and 
more intense than the period of 
upswing,” the report warns. 
“There is no reason to be cer- 
tain that the cataclysmic crash of 
1920 will not be repeated,” NCAB 
says. “Your safest and surest bet 
is hand-to-mouth operation. Don’t 
be greedy. Don’t be a speculator. 
The death certificates of businesses 
killed off during the ’20s were 
all marked with one cause—ex- 
cessive depreciation of inventory.” 


Joins ‘Southern Flight’ 


29 
Airlines offices throughout the 
country, for its Everygrey divi- 


Lawrence W. Pool, formerly art | sion. Fashion and business papers 


and production manager of Her- 
bert Rodgers Advertising Agency, 
Dallas, has joined the sales staff 
of Southern Flight, Dallas. 


Gets Fur Account 


Chambers Brothers Fur Manu- 
facturers, Inc., New York, has ap- 
pointed Norman D. Waters & As- 
sociates to handle advertising, 
including a merchandising and 
publicity tie-up with American 


| 


| will be used. 


SELL BY MAIL 


Let this successful mail order advertising 
agency show you how to sell your merchandise, 
books, courses, services, ete. 
ARTWIL COMPANY, Advertising 
26-B West 48th St. @ New York 19, N. Y. 
MEdallion 3-0813 
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When you meet the folks who advertise in HYGEIA, the Health Maga- 


zine—Heinz, Metropolitan Life, General Mills, Procter and Gamble and 


the rest—you realize that these are firms who have made their 


advertising dollars pay—conspicuously. 


Probably they figure their advertising in HYGEIA this way: Through 


HYGEIA you contact over two million selected health-minded readers 


every month, at home and in doctors’ offices—“the best people” for 


health product makers to know. People who recognize the authoritative 


editorial content of HYGEIA and reliability of its advertisers. 


If you want to sell to a concentrated health market—the cream of the 


health market, undiluted—here it is, two million strong. For more 


HYGEIA 


information on HYGEIA’s readership and coverage, address 


The Health Magazine of ihe 


American Medical Association 


535 North Dearborn Street 


Chicago - 10 
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Shines, 


T MAKES FRIENDS 
EVERYWHERE IT GOES 


WSBT is popular throughout its entire coverage area. 
Consistent mail response comes from listeners in every 
WSBT county. Current mail— addressed to 45 programs 
—is received from 33 counties and 101 towns. Wherever 


WSBT reaches, people listen faithfully, write consistently. 


960 KILOCYCLES 
1000 WATTS 
COLUMBIA NETWORK 


Paul H. Raymer Company 
National Representatives 


Edwin C. Hill Signed 
for Wesson, Snowdrift 


Southern Cotton Oil Company, 
New Orleans, has signed for spon- 
\sorship of Edwin C. Hill’s “Hu- 
man Side of the News” on 77 sta- 
tions of the ABC network, re- 
|placing the quiz show “Try ’n’ 
|'Find Me,” starting Dec. 9. The 
Southern Cotton Oil program, 
heard Mondays through Fridays at 
3:30-3:45 p.m., EST, for Wesson 
/oil and Snowdrift shortening; is 


Advertising Age, November 25, 1:44 Adv: 
a - 
Wallace, ‘Prophe: § Bi 
’ | 
of Old,’ Sparks Jui 
’ = 4 
New Republic to 
New YorkK—Henry Wallace ta xes \n 
over editorship of the 42-year-olq § ratio 
New Republic Dec. 16—a_ job Man i 
which he told 35 members of the @ cam! 
New York press was the “modern 9 1947 
counterpart of the prophets of § new 
old, wakening of the public con. 9 cock 


|/handled by Kenyon & Eckhardt, 
|New York. 

| The company began sponsorship 
‘of “Try ’n’ Find Me” in August, 
| 1945, over CBS, shifting the show 
| to ABC last April. Southern Cot- 
|ton Oil also sponsors a quiz show, 
|““Noah Webster Says,” over the 
| NBC Western network Thursdays 
at 8:30-9 p.m., EST. 


Ben-Gee Crosses Border 

Copy is being placed in Cana- 
dian dailies, through Newby & 
Peron, Chicago agency, to promote 
| Ben-Gee Chop Suey made by Ben- 
Gee Products, Inc., Chicago. This 
is the first time the product has 
| been advertised in Canada. 


ok) 


spend some two hours and eleven minutes 


Sunday papers. 


A recent independent survey disclosed that adult readers 


with their 


To the millions of Sunday Herald-American readers 
| this means—vibrant pages; stimulating editorials; world-wide 
news coverage; features by headliners Walter Winchell, 
Durling, Joyce Fenley, Damon Runyon, Baer, Dixon, Louella 
Parsons and Hellinger; vivid colorful illustrations; and 


"Vidi pictures. The 16 pages of hilarious, exciting color comics, 


the American Weekly and Pictorial Review add exactly the 


right zest to this big paper. 


- opportunity to influence buying decisions . . 


those profit-making Monday sales. 


CHICAGO 
= x ee 


= 


wf A 
ELAN AMERICAN} PAPER} FOR} AAA) INN 


EVENING AND SUNDAY 


Nationally Represented by HEARST ADVERTISING SERVICE 


Advertising which goes into Herald-American homes 
with this weekly Sunday reading treat has a distinct advantage. 


This is leisure reading time when advertising has its best 


. to insure 


| that they expect his editorship to 


ithe industry in the year ahead 


science and seeing that something Th 


is done about it.” paigl 
With his editorship, the libera] JJ show 
magazine is being rejuvenated by §@ deco! 


the beginnings of a gradual con- 
version to slick-paper format, a 
revamped editorial style, and a 
$50,000 initial circulation promo. 
tion drive to capitalize on Mr, 
Wallace’s affiliation. 

“Now you can act with Henry 
Wallace to make a better Amer- 
ica” is the theme of a newspaper 
and magazine campaign being 
placed through Franklin Spier, 
Inc. The drive opened imme- 
diately after Mr. Wallace an- 
nounced his new position, and 320- 
line ads in 27 dailies were used 
to carry the initial copy into key 
metropolitan centers, frequently 
on the day following the former 
vice-president’s campaign speeches 
in that city. 


Uses Negro, Labor Papers 
Magazine copy is scheduled for 
The New Yorker, Survey Graphic 
and American News Trade Jour- 
nal, while four Negro papers and 
22 labor papers carry 110-line 

copy to those special groups. 
Mr. Wallace and the New Re- 
public management made it clear 


boost the magazine’s 40,000 cir- 
culation to a point where they 
hope it will become the organ of 


the “liberal movement” in this 
country. 

The first changes in the maga- § S*lec 
zine will appear in the Dec. 16 is- § P@!8" 
sue, when it moves to new presses ff "al 
and appears in a standard 3-col- week 
umn, 8x11” format, with color ff ‘'e™S! 
available in 24 of its 48 pages §™ © 
By early spring, the New Republic Brok 
hopes to lay its hands on slick etal 
paper to replace its present novel Prod 
bulk stock resembling a heavy #02 
grade of newsprint. Color adver-§ %¢cla 
tising rates have not been set,™ Fo 


although present black-and-white §*S¥™e« 


rates of $250 page ($200 publish- 
ers’ rate) will continue. 

The majority of the New Re- 
public’s present advertisers are 
book publishers, with some amuse- 
ment but little general product 
advertising. 


NPA ‘Open’ Meeting 
Set for Jan. 16-17 

The National Publishers Asso- 
ciation has scheduled a mid-win- 
ter meeting to discuss problems of 


The meeting will be held at the 
Waldorf-Astoria Hotel, New York, 
Jan. 16-17. 

Morning and afternoon pro- 
grams and special luncheons are 


scheduled for both days, and 4a — 
dinner in the grand ballroom will P 
‘be held on Friday, Jan. 17. Tneg We 
meeting will be open to all prvs- WA 
| pective members. 


CREDIT CARDS * 
PRESENTATIONS * 


by inserting the 


ACETATE ENVELOPES 


very. Seve 
low cost. Write 


prices on your 


ick 
All sizes. Qu 
many times thelr 
for samples and 
company 


GLENFIELD PLASTICS, INC 


95 DE WITT STREET, BEAVER FALLS, § 
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« = radio and newspapers, Caltone is;the country. The account is han- | 
>/ Big 5 Citrus using space during November in | ed by Salow & Riedl, Passaic, 
. = Western Family, newspapers of) +’: ¥- 
Juice Cocktail eight cities and business papers. : Daas eee phone 
. P h Three-color store streamers are| Joins West-Marquis WHI. 5355 
to Get Big us being used for point-of-sale mer-| welles R. Wiley, formerly ad- 
ad _ | chandising. 'vertising and sales promotion 
ta ces ATA, Cat. Caltone iy | Frank Oxarart Company, Los|manager of Sunset Electric Com-. gy, STANDARD 
r-old Mf ration officials have indicated that) , | eles, handles the account any, Seattle, Portland and Spo-| Vo 
| mn i i i 1 advertising | ngeles, nandies we ‘ pany, orbs ply STUDIOS 
ob jm an intensive ee 1 . s 4 OS Se kane, has joined the Seattle office | TT: 
f the Mi campaign 3 Demg penne = | . ’ of West-Marquis as account execu- | 
der If 1947 for its food products, with the Promotes ‘Iron Queen Sed Qaeviier the Kinmanal Petrelous . 
s of (new Big 5 California citrus juice; [Lexington Machinery & De-|account in the Northwest. ste & Wiemann te 
con. fm cocktail featured as the leader. | velopment Company, Clifton, N. J., ~ ca . eahink ial 
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d by fH become the leading citrus product | 1 (ae) of its Toast Queen electric | Metal Products Corporation, Mil- 
con- ‘toaster. Both are currently being waukee, manufacturer of out-| 
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nd all | TREAT YOUR FAMILY | 
— 70 A NEW TASTE THRILL | 
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being 
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nme- ciTRUS RICH IN VITAMIN “'C” | 
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5. pack in California, company | 
v Re. seads say hopefully. Big 5 is a| 
clear] Llend of all four major citrus | 
hip to juices—orange, lemon, grapefruit | 
) cir- and lime—with apricot added for | 
they @ ‘that mellow touch.” The base of 
ran of @ he cocktail is California orange 
1 this ff Juice. 
The Pacific Northwest was 
maga- selected for the initial test cam- 
16 is- @ Paign and Robert B. Wurgaft, gen- 
esses # eral sales manager, spent several 
3-col-@ Weeks with his sales staff on in- 


color § ‘tensive coverage of the retail trade 
pages.§'2 cooperation with the Olson 
public Brokerage Company, Seattle. All 
slick @ retailers were sampled and the 
product now has 100% distribu-| 


novel : 
heavy tion in the region, the company | 
voy. declares. ‘ 
over: 1 A Oe For the twelve months period ended September 30, 


ache sumer campaign last month, using | Herald Tribune circulation reached an ALL-TIME HIGH in weekday 
Loiisn- 
and Sunday average net paid sale. 
vp Re- as 
'sS are 


muse- 


| For the six months period ended September 30, weekday 
roduct 


WAVE average net paid circulation of the Herald Tribune was: 


a 348,626 


A JUMPING 
—a gain of 12,233 over the same period in 1945 and the seventh 


_ Pro JOY (Ky .)! consecutive six months period gain. For the same six months, 
SO —— Sunday Herald Tribune net paid sale averaged: ) 


708,754 % 


\ me) 
a 
—a gain of 109,839 over the 1945 period and an 

all-time high for any six months period. 
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NEW <x. YORK 


Herald <etik= Tribune 


European Edition Published Daily and Sunday in Paris 4 
| = 
3 
The New York Herald Tribune is now delivered to Chicago, Cleveland and Detroit * 
, 
| pe Tey ey oie by airplane, in time to be placed on sale FIRST THING EVERY MORNING. : 
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~* K-C-5 PRODUCED — 


WALL-HANGER DISPLAYS 


e Serving as a year ‘round sales tool, this 
multi-slotted wall-hanger enables dealers 
to feature current record favorites through 
use of interchangeable cards designed 
to tie-in with holidays, special releases oc 
and other musical events. Sturdily con- 
structed of ‘\pliwood”’ and attractively pro- 
duced with embossed lettering on silver — 
surfaced cardboard. 
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K-C-S also offers a complete line 
of outstanding dealer and point- 
of-sale displays in thermoplastic, 
wood and molded plastic — all 
created and produced under one 
roof. Your inquiry is invited. 


1CTOR RECORDS 


— KIRBY-COGESHALL-STEINAU CO. 


JACKSON ot CLYBOURN STS. + MILWAUKEE 2, WIS. 


Yule Drive for Kenton | 


United States Time Corporation, 
New York, is’ giving Kelton | 
watches their first Christmas pro- | 
motion in color pages appearing in 
This Week Magazine, supple-| 
mented by insertions in The 
American Weekly, Esquire, Ladies’ 
Home Journal, Life, The New 
Yorker and Time. The campaign, 
handled by Dorland International- 
Pettingell & Fenton, New York, 
will run through December. 


Fraser to Zimmer-Keller 


Zimmer-Keller, Inc., Detroit, 
has been named to handle the ad- 
vertising of Fraser Products 
Company, Alpena, Mich., manu- 
facturer of woven plastic automo- 
bile seat covers. Business papers 
and automotive trade publications 
will be used. 


Adopts Group Insurance 


Outdoor Advertising Incor- 
porated, New York, has adopted 
a group insurance plan for em- 
ployes in its 13 offices throughout 
the country, underwritten by the 
Travelers Insurance Company. The 
plan includes life insurance, acci- 
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AGENCY FETES MEDIA—Boston area media representatives at the annual 


cocktail party given by the Walther & 


Menadier agency, Boston, included, left 


to right: D. J. Ruggles Jr., Boston Herald Traveler; S. Y. Edgerton and Ralph 
Taber, The Saturday Evening Post, and Stanley Whipple, Newsweek. 


dental death, dismemberment and 
loss of sight insurance, and hos- 
pital and surgical benefits for both 
employes and their dependents. 


a 


ABOUT REILL} 
PLASTICTYPES 


BETTER REPRODUCTIONS 
Comparative tear sheets prove 
that Reilly PLASTICTYPES 
give cleaner reproductions. 
NEWSPAPER ACCEPTANCE 
At the 1946 ANPA Mechani- 
cal Conference, Reilly PLAS- 
TICTYPES were enthusiasti- 
cally endorsed by newspaper 
mechanical superintendents. 
REDUCED SHIPPING COSTS 


Featherweight Reilly PLAS- 
TICTYPES save an average of 
60%. 


SAVE TIME IN TRANSIT 


With Reilly PLASTICTYPES 
airmail and first class ship- 
ments are practical. 


FASTER PRODUCTION 


National newspaper releases 
can be made and shipped in 
a matter of hours. 


CHICAGO - 


DETROIT - 


Telephone: MUrray Hill 6-6350 
INDIANAPOLIS + SAN FRANCI 


Who! Me use Reilly Plastictypes? 


Fortunately, hide-bound die-hards are few and far between 
in advertising. Alert to new trends, their very livelihood 
dependent on new designs and methods, advertising men 
are the first to discard tradition and embrace the research- 
proven new products from industries’ laboratories. 


Thus overnight, Reilly PLASTICTYPES have become the 
accepted medium for producing highest-quality newspaper 
advertisements. During the past year, Reilly PLASTICTY PES 
have been shipped to thousands of newspapers throughout 
the country. They are preferred by leading national adver- 
tisers and newspaper mechanical superintendents. 


Thousands of tear sheets taken at random from newspapers 
prove that Reilly PLASTICTYPES produce keener, cleaner, 
more detailed newspaper advertisements. This wniform high 
fidelity of reproductions throughout an evfire list of news- 
papers is the result of a new plate-making technique. The 
human element has been reduced to a minimum and, as the 
process is chemically correct and thermostatically controlled, 
every Reilly PLASTICTYPE must be an exact duplicate of 
the original engraving or composite form. 


Call for a Reilly Representative today and have him give 
you the complete facts and figures on the advantages of using 
Reilly PLASTICTY PES. 


REILLY ELECTROTYPE COMPANY 


305 EAST 45th STREET, NEW YORK 17, N. Y. 


SCO + LOS ANGELES 


Canadian Agency 
Billings in 1945 
Hit $42,000,000 


Toronto — Canadian agencies’ 
billings in 1945 totaled $42,471,233, 
or 15% more than the $36,944,785 
in 1944, according to a report in 
Marketing. Of the 1945 total, 
65.6% was spent in publications, 
19.6% in radio and 14.8% in other 
media. 

Twelve Canadian agencies, each 
with $1,000,000 or more in billings 
| accounted for slightly more than 
two-thirds of the total. Gross 
revenues, including fees or com- 
missions on billing and mechanical 
charges, on radio time, talent costs, 
etc., totaled $6,730,095, compared 
with $5,949,499 a year earlier. 
Forty-seven agencies covered in 
the ’45 report paid $3,779,852, or 
|56.2% of their gross revenues, to 
| 708 male and 791 female employes. 

The publication says the figures 
|indicate that “less than half the 
amount spent in advertising in 
Canada is placed through adver- 
tising agencies.” It points out 
| that the Dominion Bureau of Sta- 
tistics for 1944 reported that ad 
‘expenditures then totaled $104,- 
925,535, of which $53,630,887 was 
|spent in publications, $11,486,952 
|in radio, $4,144,601 in outdoor, 
| $16,492,594 in catalogs, etc., and 
| $4,522,848 for engravings and 
“trade work.” 


Adopts Training Program 
| American Can Company, New 
| York, has inaugurated a= sales 
|training course which takes 16 
|months to complete. The courst 
| starts with aptitude tests and ends 
with the actual handling of pros- 
pects in the field. 


Schwartz Advanced 


E. P. Schwartz, with the Des 
| Moines Register and Tribune since 
| 1913, has been named circulation 
| manager, succeeding the late W. A 

Cordingley. C. K. Jefferson has 
| been appointed assistant circula- 
tion manager. 


IF YOU HAVEN'TE 


SEEN THIS MARKET 


You'll wart to know why certcin 
foods, drinks, cosmetics a id 
cigarettes are missing out on ‘ 


...For it is all around you, wth 
seven billion dollars to spend 
everything people buy anywhere 
Yes, the Negro market is so c!.s¢ 
to us all that it’s easy to over] ok 
it. And yet it is amazingly easy ' 
reach it, too, for the Negro lo: ks 
| to his race press for guidar °é 
| Your advertising in his papers 
earn his confidence, good will, 
regular patronage. 
So no matter what your product }5 
it will pay you to write to In'e!™ 
state United Newspapers, Inc., 
| Fifth Avenue, New York, for “ 
| facts and the success stories b 
out of reaching this great «nd 
growing market through econo2" 
| eal advertising. Write now. 
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Blum's Expands 


Market for Its 
Costly Candies 


SAN FRANCIScO — From virtual 
pankruptcy to $3,000,000 annual 
sales in the past 12 years is the 
record of Blum’s, confectionery 
frm here that recently broke a 
four-color spread and full page in 
Fortune and The New Yorker, re- 
spectively, to promote a “Parade 
of Sweets” gift plan. 

Founded in 1892 by Simon 
Blum, the sweet shop originally 
catered profitably to Nob Hill 
mansions. But the great fire in 
1906 and poor management during 
the rehabilitation period were not 
kind to Blum’s. By the early ’20s, | 
the establishment was little more | 
than a quiet corner candy store. 
In 1934, following the death of the 
founder and his son Jack, Fred 
Levy, Jack Blum’s son-in-law, 
succeeded to the management of 
a business deeply in debt. 

Only 24 and fresh from San 
Mateo Junior College, Mr. Levy 
wangled $21,000 from a bank to 
cover a redecoration job. Then he 
initiated a ‘“‘personal selection” 
scheme enabling 900 finicky charge 
customers to file a list of candies 
to be included in their boxes. 


Added More Outlets 


This psychological approach was 
showing results by 1937, when 
sales climbed to $168,000, as com- 
pared with $72,000 in 1934. Then 
Mr. Levy began to seek retail out- 
lets in a few other cities. In spite 
of the fact Blum’s could sell every- 
thing it produced over the count- 
ers of its one San Francisco store, 
Mr. Levy has arranged for counter 
space at I. Magnin stores here and 
in Los Angeles, Bullock’s in West- 
wood, Cal., and Nieman - Marcus, 
Dallas. Hattie Carnegie, New York, 
also buys Blum’s candy for resale. 
B. Altman and Lindy’s Restaurant 
occasionally sell “drop shipments” 
of Blum items. 

Though its top price is only $2 
a pound, Blum’s candy is packaged 
in everything from French porce- 
lain dishes to flat boxes as big as 
dinner trays, covered with silver 
paper and artificial flowers. Mr. 
Levy even fills the crowns of satin 
hats with candy and sells them 
for $9.75 in small hat-boxes. 


ALES COMBINATION 


OR YOUR ADS! 


eocher-to-student-to-home . . . 
ds in State Teachers Magazines reach 
10,000 teachers, and through their stu- 
lenis have a potential additional influ- 
nce in millions of homes. 


Tike products related to nutrition. 
biXt\-nine per cent of America’s teachers 
«acl, this subject to their classes (68.5% 
vise pupils individually).* Because 
ludents look up to and respect teacher, 
his advice often influences home buy- 
g habits. 


Got the complete story. Write today: 


t. Teachers Magazines, 307 N. Michi- | 


wn Ave., Chicago 1. 


Rece nt cross-sectional teacher survey. 


Georgia C. Rawson, Manager 


ea hing America’s Most Influential Market | 


tate Teachers 


MAGAZINES — 
0,000 Subscribers 


"c:soclation of 43 state teachers magazines 


Latest in the planning kitchen is|one special of you” every month 
a $250 heart-shaped package|/except during the summer. 
adorned with vari-colored detach- Hailed as the backbone of Blum’s 


able sequin dress clips. 
‘ ’ “Watchfors,” a candy “dope sheet” 
Wants Them ‘Hard to Get sent free to 12,000 Blum charge 


Blum’s mail order gift scheme,| customers in the Bay Area. Many 
“Parade of Sweets,” first received | customers whose orders cannot be 


national promotion last year when | filled regularly receive promo- | 


a black-and-white ad appeared in| tional material. 

The New Yorker. Results were; Zederman Advertising is Blum’s 
almost overwhelming. Though the | agency. 

sugar shortage still limits output 


of “Blum goodies,” it was decided) ARC Adds 2 Outlets 


to double the national advertising| py new 1.000-watt stations 
this fall. Mr. Levy insists: “I)ynder construction in the South, 
want to make Blum’s candy hard| WAPX in Montgomery, Ala., and 
to get.” WRRZ in Clinton, N. C., will 


The “Parade” consists of 10/| affiliate with the American Broad- | 


“ sas: - |casting Company on Jan. 1. WRRZ 

rang | "a Saar 1) will operate daytimes only. The 

ood Taste.” For “only $29.75 | additions will boost ABC's total 
you can have Blum’s remind some-| number of outlets to 235. 


| 


retail success are the monthly! & 
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"Drug & Cosmetic 


ve 


INDUSTRY 


Pore ~~ Covers an industry that is: 


not afraid of the future. pi 


to | . : Also Publishers of Beauty Fashion 


iW eb 


—_ year farmers burn or bury a billion dollars’ worth of 
livestock—a costly sacrifice to Disease. In one state alone, 
Disease demands the destruction of some 100,000 cows 
annually. Throughout the country, nearly 7,000,000 pigs die 
each year before weaning time. 

But now Country Gentleman brings good news. Its October 
issue points out that every major livestock disease or parasite 
can be wiped out or controlled. 

Drugs developed and tested during the war, along with 
established remedies, provide the necessary weapons. All that 
is now needed is teamwork by farmers, veterinarians, state 
colleges, county agents, pharmaceutical houses and rural 
druggists. Country Gentleman for November will show how, 
in one state, they’ve already swung into action. 

This vital 2-part report is Country Gentleman’s latest 
contribution to the battle against livestock disease. In 1937, 


.. 20th Century style 


for example, this magazine was first to tell farmers about the 
wonder-drug, Phenothiazine—now a standard control for a 
wide range of internal parasites. 

The fact is, Country Gentleman for over a century has 
consistently provided the leadership for such major develop- 
ments. No other magazine can match its record in promoting 
the progress of American Agriculture. 

Is it any wonder that Country Gentleman holds a unique 
place in the lives of rural people? Or any wonder that ideas 
backed by its pages always get action? 

And—with its more than two million families concentrated 
on the top-half farms controlling four-fifths of the nation’s 
farm income—is it any wonder that leading advertisers and 
their dealers regard Country Gentleman as the most powerful 


selling force in Rural America? 


(a (a 


NATIONAL SPOKESMAN FOR AGRICULTURE 


Independence Square, Philadelphia 5, Pennsylvania 


(This advertisement appeared as a full page in the 
October 26 issue of The Saturday Evening Post.) 
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must specifically be sold: 

(1) That the “inevitability of 
conflict” concept is fallacious; (2) 
that unions have a recognized legal 


34 
PR Men Must Lead — 
Bosses and Labor, a2" cern ees, 


| disparaging or discrediting unions; 
| (4) that unions and labor repre- 


Gardiner Says 


New YorK—Public relations | 
people were charged with the job 
of bringing management and labor : 
into harmony on their many com- |Community 
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(2) that management has| tracts, etc.; (7) that management 
sulted in advance of changes, and| multiple responsibilities to cus-|has definite limitations, the most 
that “surprises” are poor man-|tomers, labor, government and/| important of which is the amount 
agement techniques; (7) that top| stockholders; (3) that each worker | its customers will buy; (8) it must 
management executives must set|is every other worker’s customer,| not discredit management; (9) jt 
a proper example for all man-|and that workers work for each} must sell benefits of union m: 
agement personnel in labor rela-| other, a fact obvious in the barter | bership, and steer away from co. 
tions; (8) that management must/age, but obscured currently; (4) | ercion. 


(6) that unions should be con-| lems; 


sentatives must be treated with|take more time to acquaint unions | that labor must consider the rights) Good labor-management sto ies Jou 
the respect they deserve; (5) that|with management functions (and|of the general public; (5) that | seldom are told, he pointed jut. Ju 
'the union must be given construc-|this in advance of contract nego- | labor must assume a responsibility | asserting that public relations ex. write 
‘tive jobs to do, preferably in com- | tiations, he emphasized). | commensurate with its power; (6) | ecutives should watch for op} or. jas. 
‘bination with management (e.g.| Labor must be taught, he said, | that labor must educate its rank| tunities to get these stories to the MJ Laug 
Chest campaigns); | that (1) management has its prob-| and file to responsibility in con- | public. Ager 


mon grounds of agreement by | 
Glenn Gardiner, vice-president of 
Julius Forstmann Corporation, | 
Passaic, N. J., speaking before the 
New York chapter of the American 
Public Relations Association. 

The Republican landslide, Mr. 
Gardiner said, can be interpreted 
by business as an opportunity, 
and it must now prove its earlier 
contentions. 

Mr. Gardiner, who also func- 
tions as president of the New 
Jersey Chamber of Commerce, 
outlined the following areas of 
agreement between management 
and labor: 

(1) Profitable operation of the 
business in which both are en- 
gaged; (2) maintenance of quality 
of the products which they make; | 
(3) maintenance of efficiency of 
operation; (4) interest in improve- | 
ment of methods and products; | 
(5) safety and health of em-| 
ployes; (6) full and steady em-| 
ployment; (7) uninterrupted op- | 
eration; and (8) government re- | 
lations. 


Can Avoid Most Troubles 


Recognition of the large areas) 
of agreement and the compara- 
tively small area of discord can 
prevent most labor trouble, he| 
believes, coupled with an atmos- 
phere of respect and confidence. | 
| Public relations men must bring | 

management to realize these 
things, he said, and management | 


BT MICHIGAN'S 


UPPER PENINSULA 


“A STATE WITHIN A STATE’ 


Here is a market that produces | 


RESULTS PLUS for advertisers. 


Easy to handle from a distribution 
standpoint . . . five or six dis-| 
tributors will adequately serve this 
area of 400,000 people. 


Easy to handle from an advertising | 
standpoint . . . five Daily News- 
papers will reach 85% of Michi- 


gan's Upper Peninsula families. 


Escanaba Press 
Houghton Mining Gazette 
Iron Mountain News 
Marquette Mining Journal 


Sault Ste Marie News 


National Advertising Representative 


SCHEERER & CO. 


35 -. ~ ee me ae ad 


Member of the American Association 


of Newspaper Representatives 


OPPORTUNITY 


.. . IN SPOKANE AND 


"Back in 1923 when I became 
financially interested in a Spokane 
electrical business, I regarded this 
city as one of the Nation’s most 
promising commiunities. In those 
days Grand Coulee dam was just 
a dream. Today with the mighty 
Columbia harnessed, further in- 
dustrialization of this city and its 
surrounding Inland Empire is as- 
sured. Although my own business 
interests in this area have been 
growing steadily for two decades, 
opportunities for further expan- 
sion are unlimited.” 
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joins Rodgers & Brown 


William Bell, formerly adver- 
tising manager of the Acme Com- 
pany, New York, has joined Rod- 
gers & Brown Advertising, of the 
same City, as vice-president in 
charge of new business. 


joins Dallas Agency 

Juann Jordan, formerly a copy- 
writer with Neiman-Marcus, Dal- 
las, has joined the Wilhelm- 
Laughlin-Wilson Advertising 
Agency, Dallas. 


‘Editorial Digest’ 
to Make Debut 
without Ad Copy 


Cuicaco — Beginning shortly 
after Dec. 1, a 32-page pocket-size 
booklet will make its appearance 
when Editorial Digest offers re- 
prints of editorials from leading 
newspapers throughout the coun- 
try. It will carry no advertising. 

Addressed primarily to schools, 


Te 


|newspapers, public relations men, 
|libraries, etc., the new monthly 
| will be offered at $2 annually, with 
schools and other quantity sub- 
|scribers getting iower rates. It is 
|being published by R. K. Hess, 
|former Chicago private investi- 
gator who inaugurated the digest 
after polling major daily news- 
papers, 

Only part of the book to be 
written in the publisher’s office 
will be feature commentaries. All 
| other contents will be confined to 


reprints. 
Said Mr. Hess: “I hope to keep 
it politically free.” 


G-E Buys Steel Mill 


General Electric Company, 
| Sonanenieny, has purchased the 
|Mahoning Valley Steel Company, 
Niles, O., a hand steel mill for the 
manufacture of hot-rolled sheets. 
John P. Hosack, who has been 
vice-president and treasurer of the 
steel company, has been named 
president and treasurer of the new 
G-E affiliate. 


Brown-Johnston Electrical Appliance Store, Spokane. 


ou 


Long-time resident 
of Spokane, Eric A. 
Johnston has had 


in business in this 
city and its Inland 
Empire. As promi- 
nent member of the 
Spokane Chamber of Commerce, serving as its President for two terms, he 


UNLIMITED 


ITS INLAND EMPIRE 


BRITISH COLUMBIA 
SS eo 


SUCCESS 


THE INLAND EMPIRE 


Meart ef Pacific Northwest 
a 


has been in close touch with the building of Grand Coulee dam and other 


great developments in Spokane and surrounding 


territory. 


His career in 


this community has served as a springboard to other accomplishments — 
four terms as President of the U. S. Chamber of Commerce, President of 
the Motion Picture Producers and Distributors of America to succeed Will 
H. Hayes, national recognition as author and speaker. 


When Eric Johnston expresses his deep faith in Spokane and its Inland 


Empire he knows whereof he speaks 


. That faith is fully shared by other 


industrial leaders who are taking advantage of the unlimited opportunities 
existing in this outstanding market. 


1 THE SPOKESMAN-R 


MOR NING 


Spokane Daily 


VENING 


SUNDAY 


SPOKANE, WASHINGTON 


Chronizle 


COMBINED DAILY CIRCULATION OVER 144,000... 81.24% UNduplicated 


Advertising Representatives: John B. Woodward, Inc.. New York, Chicago, Detroit, Los Angeles, San Francisco 
Color Representatives: SUNDAY SPOKESMAN-REVIEW Comic Section: Metropolitan Group 
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THE JUMPING 
OFF PLACE 


For Every Study 
Of Industrial 
Markets 


OU will find the 1947 Mar- 

ket Data Book Number of 
InpusTRIAL Marketince a valu- 
able basic tool for planning 
your sales strategy. Every mar- 
keting, sales and advertising 
executive should have his own 
copy of this fact-packed guide 
to markets and media. In this 
one book you will find: 
* Authoritative, up-to-the-minute 
analyses of 85 industrial and bual- 
ness markets. Basic sales facts to 


help you plan your sales and ad- 
vertising program. 

* Media facts. Circulations, rates 
and mechanical specifications for 
2,000 business papers. 

*The Media Data File. Complete 
market and media information on 
more than 200 of the country’s 
leading business papers. 


* Business Reference Publications. 


A complete list of directories, buy- 
ers’ guides, catalog files and other 
forms of business reference pub 
lications. 


Here's How This 
Book Will Help YOU 


ADVERTISING MANAGERS—SALES 
MANAGERS—ACCOUNT EXECUTIVES 


The Industrial Market Data Book 
will help you analyze the sales po- 
tential for any of the 85 industrial 
and business markets ou sell. 
Look here first for basic market 
facts and media data. 


MEDIA BUYERS—RESEARCH MEN 


Here is the logical “jumping off 
place” for every study of business 
and industrial markets. The basic 
facts . . . plus suggestions on 
— to look for further informa- 

on. 


COPY WRITERS—ART DIRECTORS 


To whom are you addressin 
your business peoet or direct ma 
advertising? ngineers? Purchas- 
ing Agents? Doctors? Architects? 
Thumb through the pages devoted 
to each market. Study circulation 
break-downs. Note the complete 
mechanical data. Here is a real 
time-saver. 


DIRECT MAIL SELLERS 


Here is a _ convenient, usable 
guide to directories, business refer- 
ence publications, catalog files and 
buyers’ guides and other list 
sources. 


WHAT USERS SAY... 


“‘We consult the Market Data Book 
before we even think of an advertising 
or sales campaign.’’ 

Harry Rorick, advertising manager, 

Turco Products, Inc., Los Angeles. 

“Every time a new problem comes up 
as to new markets, new sales promotion, 
new distribution methods or new adver- 
tising fleldsy, the Market Data Book is 
used first, and exclusively. I would not 
know how to get along without it.” 


Arthur H. Volker, 

Herman H, Sticht Co., Inc., New York 
“The Market Data Book has become 

an invaluable bibliography of source 

material in outlining analyses of poten- 

tial markets in photography in indus- 


try 
William H. Scott, market research dept., 
Eastman Kodak Co., Rochester, N. Y. 


“The Market Data Book Number Is a 
‘must’ in a market research department.’’ 
J. G. Thorne 
Fuller & Smith & Ross, Inc., Cleveland 


“The latest dog-eared copy of the 
Market Data Book has an important 
place in a special book case for refer- 


ence books within easy reach of my 

desk.’ 

H E. Fry advertising-publicity megr., 
North American Philps Co., New York 
“The market Data Book has earned a 

prominent and permanent spot on my 

work table 

J. H. Williams, advertising manager, 


Sangamo Electric Co., Springfield, Ill 


The 1947 Industrial Market Data 


book will soon be in your hands, 
if you subscribe to INpusTRIAL Mar 
KETING, The Magazine of Selling 


and Advertising to Business and 
Industry. You will find the Indus- 
trial Market Data Book a _ time- 
saver and an_  idea-stimulator, 
throughout the year. 


INDUSTRIAL MARKETING 


The Magazine of Selling and Ad 
vertising to Business and Industry 
100 E. Ohio St. 330 W. 42nd St. 
Chicago, Il. New York 18 
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Kaufman Book Tells 

Sales Contest Plans 
Harper & Brothers has pub- 
lished a revised edition of “How 
to Run Better Sales Contests,” by 
Zenn Kaufman. The $3.50 book ex- 
plains many methods of holding 
contests to spur salesmen’s efforts, 
s showing how different types of 
companies have used a variety of 
7 ; contest themes, prizes, scoring 
Pr plans and the like. 


Electric Institute 


Opens Appliance Center 


The Electric Institute of Wash- 
|ington, D. C., will open, as soon as 
remodeling is completed, a non- 
commercial display of electrical 
merchandise on the first floor of 
the Potomac Electric Power Com- 
pany building for the purpose of 
“creating desire for ownership and 
fostering a better understanding 
of all types of electrical appli- 
ances.” 


Harriman Urges 
Foreign Traders 
to Aid Imports 


_ Proposed International 


Trade Unit Damned 
at N. Y. Meeting 


A specially-trained institute staff | 
will advise visitors on operating | 
costs, what various devices will do, 


3) the Perfect 


SS bE Gesture 


e FOR CHRISTMAS AND ALL 


OCCASIONS 
Fancy Baskets Fresh Fruits 
Sent anywhere in U.S.A. & Canada 
Business Executives send us your gift 


GUARANTEED DELIVERY 
BASKETS $5.00 UP 
Just Write or Wire Us 
National Headquarters 
FRUIT BY TELEGRAPH 
Boardwatk, Atiantie City, N. J. 

4-3959 


and where they may be purchased. | 


Chicago Agencies Merge 

The Paul J. Basinger Agency 
and McGiveran-Child Company, 
|both Chicago agencies, have 
|merged and will operate under 
'the name of McGiveran-Child 
Company, with offices in the Man- 
‘hattan building, 431 S. Dearborn, 
|Chicago. Milton J. Klee continues 
'as president. Paul J. Basinger is 
executive vice-president, Norman 
/Reese, art director, Gerald Stein, 
|copy chief and M. McGrath, space 
| buyer. 


New YorK— “Our whole pro- 
'gram of fostering world commerce 
depends upon the success we have 
in developing imports and our use 
of the services of other nations,” 
W. Averell Harriman, Secretary of 
Commerce, emphasized at the 33rd 
national foreign trade convention, 
sponsored by the National Foreign 
Trade Council. 

Mr. Harriman pointed out that 
“the Department of Commerce will 
'gladly work with you in this field. 
|. . But we can only be successful 
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if we have the help of private en- 
terprises in advice on how our 
efforts can best be directed.” 

With the removal of virtually all 
price controls, however, he said, 
corporations should “adopt real 
restraint” in their price policies, 
and also should restrict purchases 
of those commodities and products 
in short supply. . . We should rec- 
ognize, too, the necessity of main- 
taining import controls for the 
time at least in order that with 
our great ability to buy we do not 
inflate world prices @naduly and 
prevent other nations from attain- 
ing their fair share. Export con- 
trols should be continued in order 
to protect our home needs.” 


Sees Heavy British Volume 

Mr. Harriman believes that, de- 
spite the fact that Britain intends 
to export 75% more than before 
the war, she will “continue the 
volume of purchases she made 
from us in prewar days.” 

John E. Lockwood, attorney, 
criticized part of a suggested char- 
ter for an International Trade Or- 


wee 


> hf 


nuauanvsdtda IGH on the long list of things 


THE 


=" 


50:¥D. LINE 


teen-agers the Scholastic Scrapbook has built 


that has made WFBR Baltimore outstanding 
nn in Baltimore as the one complete radio station 
is its ability to produce radio programs that 


appeal to Baltimore listeners. 


Started two years ago as a public service for 


MEMBER — AMERICAN BROADCASTING CO. 


a wide audience with scholastic listeners. This 
audience is yours for the buying. By the same 
token a host of Baltimore men is waiting for 


you on WFBR’s Quiz ’N Tell. 


Ask the Blair man about these openings. 


NATIONAL REPRESENTATIVE — JOHN BLAIR & CO. 


ganization, as “entirely negai ve 
and punitive.” This section, 
explained, “prohibits categoric. ||y 
a set of enumerated business p 
tices and calls on all the men 


nations to enforce this prohibition 
in their own way against any 


company they think is a transgre 
sor.’ Mr. Lockwood also ques. 
tioned whether “our antitrust ; 
tem is a workable method of re 
lating our foreign trade.” 


Predicts Record Exports 


Curtis E. Calder of Electric B: 
& Share Company explained that 
“in spite of bickerings, slowdowns, 
stoppages, controls and restrictions, 
our exports this year, including 
UNRRA and Lend-Lease, may 
total $10 billion,” a peacetime rec. 
ord, and should be larger in 1947 
and 1948, “if our production snarls 
are unraveled.” United States im. 
ports, he added “are only slightly 
below the record peacetime mark.” 

Although the proposed charter 
for the International Trade Or- 
ganization “has some weak points,” 
Mr. Calder continued, “it is grati- 
fying to know that our country 
has assumed . . . world leadership 
in this tremendously important 
work.” 

David K. Owen, assistant secre. 
tary-general for economic affairs 
of the United Nations, reported 
that working committees under 
the proposed ITO had been ap- 
pointed in London to cover “high 
and stable levels of employment 


nd 


and economic activity;” “‘commer- 
cial policy;” “restrictive business 
|practices;” “inter - governmental 


'commodities agreements,” and ad- 
| ministrative aspects of the pro- 
om organization. 

| 

| 

| 


Explains Council Program 


The foreign trade educational 
program of the Advertising Coun- 
cil was cited by James S. Carson 
'of American & Foreign Power 
| Company. 
| This program, he explained, 
“will not invade the schoolrooms 
|or the college lecture halls, but go 
| directly to the mills and factories 
of the country. Research has 
|shown that many workers in these 
plants did not know that they 
were making goods destined for 
foreign customers, nor of the sig- 
nificance of this to their own well 
being, just as before the war few 
auto workers knew that every 
seventh car was destined for for- 
eign markets.” 


Start 7-Up Drive 

| Dominion Seven-Up Ltd., To- 
ronto, has launched its first na- 
tional newspaper campaign in 4 
| wide list of Canadian daily news- 
papers and a number of weekly 
|papers from coast to coast. The 
/copy is based on the use of 7-UP 
las “the family fresh-up” and 2a 
“friendly drink.” Vickers & Ben- 
| Son, Toronto, handles the adver- 
tising. 


‘Drett Goes to Canada 


Procter & Gamble Company, 
Cincinnati, is using 1,000 line copy 
_in Canadian newspapers to intro- 
|duce Dreft to the Canadian con- 
|;sumer, Dancer-Fitzgerald-Sam)e, 
Chicago, is the agency. 
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‘Ten years ago a prospectus set forth the hopes and aims of 
a new magazine to be named LIFE. 
* to see life, to see the world, 

to evewitness great events, 
to watch the faces of the poor 


and the gestures of the proud, 
to see and take pleasure in seeing 


to see and be instructed...” 
This month marks the Tenth Anniversary of the new style of 
informative journalism which resulted from those hopes and 
aims—a journalism combining the printed word and the 
mind-guided camera. 
es are pictures from LLIFE’s reporting of 


On the following pag 
«| to mirror the most significant 


the past decade which helpe 


1 America’s rise to its highest international re- 


period it 


sponsibility. 
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In 1936, the greatest story of the year was most elo- 
quently told photographically. This shot at a London 
night club shows the Prince of Wales lifting his eyes 
in response to a word from Mrs. Simpson. 


This upright “plebe” had to sit on the edge of his chair, 
keep his eyes on his plate, speak only when spoken to. 
LIFE’s story-telling ability was early demonstrated in 
this West Point “photo-essay”—a technique invented 
by LIFE to tell a story through word-and-picture. 
Though 1,500,000 copies were being printed by end 
of LIFE’s first year, the public wanted more. 


By summer of 1937, the Spanish Civil War had already 
claimed 500,000 lives. LIFE Photographer Robert Capa’s 
camera caught a Loyalist the instant he was dropped by 
a bullet through the head in the fighting at Cordoba. 


This newborn lamb, nudging mama’s nose, introduced a 
pictorial report on the U.S. sheep-raising industry. A 
typical example of how LIFE’s new approach and differ- 
ent treatment takes unspectacular happenings out of 
the realm of routine reporting, this story also illustrates 
the difference between recording an isolated scene and 
interpreting a complete story through pictures. 
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In 1938, two little men, Adolf Hitler (5 ft. 8) and Benito 
Mussolini (5 ft. 7), met in Rome to watch young 
Fascists show what they had learned with rifles, ma- 
chine guns, and light artillery. 
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In 1939, these distraught Poles were watching oncoming 
German war planes smash Warsaw. The world was get- 
ting its first real taste of war, Nazi-style, as bombers 
rained death and destruction on Poland. 
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An inhabitant of Santiago Island’s monkey colony seeks 
solitude from female chatter. Present was LIFE Pho- 
tographer Hansel Mieth. In 1939, the American public 
paid $11,000,000 for LIFE. This reader demand was 
reflected in total advertising revenue when LIFE passed 


That year LIFE readers saw the first pictures ever taken 
on the floor of the U. S. Senate in session. LIFE pho- 
tographers have since been welcomed into such sanctums 
as Ibn Saud’s palace, the Vatican, the Bank of England. 


In 1938, LIFE was reaching more readers than any 
other weekly magazine—a fact disclosed in the first 11 of the nation’s old stand-bys, arrived at 3rd_ place 


report of the Continuing Study of Magazine Audiences. among all magazines. 
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An awesome sight in 1940 was this British freighter. 
caught at sea by a German sub, torpedoed and sunk. 
The photo was taken with a telescopic lens from the 
U-boat as it stood by for the final bubble of destruction. 


Making news on the other side of the Atlantic was a one- 
legged jitterbug, Jack Joyce, who besides dancing the 
“Big Apple” enjoyed polo and swimming. Memorable 
pictures play a big part in LIFE’s overwhelming popu- 
larity—are a big reason why more men, more women, 
more young people read LIFE every week than any 
other magazine. 
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Just seven days before that fateful December 7, 1941, 
two subjects of the Emperor of Japan grinned for LIFE 
Photographer Tom MacAvoy. Special Envoy Kurusu, 
who had flown across the Pacific to Washington, and 
Ambassador Nomura try to look comfortable in the 
State Department’s Diplomatic Waiting Room. 


In Hollywood, another LIFE photographer, Bob Landry, 
was recording the meteoric rise of Rita Hayworth. Rita 
has just stolen the show from two top performers in 
“Blood and Sand,” was scheduled to play opposite 
Fred Astaire. 


~ J = “ . ie 3 Sih ca er bs i , an F : . "oe aa pies a? i 4 ee a hinges = * é 5 
a : a att : — os baa 2 : ; : ss 
z a tka See 1s es Ss 5 \ a * P ee iid . + .. t 4 ae . 
s] . : ee dad an : Pie os, J “ a eee ‘o J i 4 : . 
“ , 2: ee sy ae - , : . : ’ ‘ i . ea 
ne Omar pit Sale pa arcs aie cs ee ; —. wie | oF oe 
“ ee oe ke ? eel te - 
sr , | a : ey ee a, A Se SR ti ise ¢ & - 
ee ae en re a oe -f ee | | 
i See fe 4 eee Oy ee er ree a ‘he Sree) Geer oe : 4 Rene ee Se Ty aa 3 
ie 4 cy é Pd ne Mer aa ee SS : i ae ep eatwe eo aie + q i}: 3 
ge ‘ é x ‘ ee Rca |) © ae ‘ - 4 5. eee ee ‘tad 
2: or : a ae + Se: ae a 4 4 cot Teese a if - > 
+ . 4 aha ———— ‘ar oo: Ses : 
ie a "oh SRA BR pA nnn ~ eee i a ae ee a i 
vs ae —— Sgt +2. ee ‘ a ota "a a ome race 2 oe a re 
metals Pe , wee. ur Oe Be ae J . See a ; 
6 het ay " #4 F CT. + oe Sy SS > Os : er ait : 
x Oe aia ° i ie i : wk Sa con = q 3 , E a ea f . . 
re Aes... ; é ie RS Been ae at sje - ee 4 } i a 44 
a oF ae can) a war a pes AL Ss ee sts oe cate ¢ a 4 Fes ricee { ; = SS r 
eee ; ¥ : i Da : ebay a _ i a a re go) a ice ' 
(Seay o. —— ll “s 4 or ag Rae ee cS E Bs é am i 3 gic ee 
Er SY | ‘ —- je ran ie i= We i alt + & al . ¢ : eee 
pe icv - =  __—— “4 i Bi sal wey a . oa - * Pd TRE A ee | ‘* 3 7 te 
oF 2 Bo WP ne i ra < ‘a : on ead ap if cnn 
tae =H : a — sn! Re pps CAS ge i pre ioe ’ Za Be. J ~ . gs: 
sei pndee 6 F. #8 meer Bae: a ee “7 P Beant — a | ae ae a : 7 
i wk ‘s a” we aa c eae = a pal the, ar . Phe a ee 8 
, te ee — a ae . $a = Rb aa P, — es i j 3 E 
- Pee — yy i ON 
Z om =; cy 2 5 ns 4 e P r eer 4 + < 5 ° rs ~~ 
_ i eae a aes > i ce : ; oie > : ee . , a 
=e ‘ er" — : ‘ js wr > : ’ ee ae vam ee aan - , j 
=: a a ie pa 2 ey ie. ‘ . : : 
be ar bad eo cee oh ia » + 3 a — 4 . “7 
7 ae +. my eae " : : a 
- Pee © : or e ‘ : ete 
> eS 5 pei a ae : Py ae 
aed : ae. é stag x Nes. i ae 
er > : ee q Ss — x is re , oF vate £ = 
= =z aid = "¥ : ah? oy ated Se re SR) ore oxy . i! 
pea Ss ee = ie . * ue ms ; e) inemmay "= =e i ERs. 4 a om : ae A 
eS hy ’ * Se Sg mgs Boe ae - * ae B ea “J “ Fy hal Fe f “ _. Se oo ai 
a5 Nol : sl ae ¢ 3 ¥. od i s eres oR Bi aioe ze be ae ees ial iy - ] 
eee . g Sia ‘ an - ss a __.. , ria St of ee ves = : a en . ; 
eg  « ‘Socom 5 _ Ra oy its rs ae “aan oe Rh } 
i) _ tig : e fas a : . aia iw 6 cae oY x 4 
— a 4 ae rys a 5d ¥ is? Se seein ee eed . ee eS ey abe 1 a yo ee ee a — 
. =a . Bo a —— o x . ks ee Segoe 3 ee ai ee ne BS ni . 2 ee li ee 7 ee Cr ca ee ih: ai : aes 
e p 2 2 er oxi ot ill ee a i ata a : Be il ¥ me. a a ; (\ptoneenas ne ? -— ee ; 4 ; 
3 a eo : Be di a A ea ee 2 + ys = : a = aa ae a any ve | = a 
oe lie ae _— Rigor mes i ta, a - Bi: a ———- | an a me 
: y- os : : ew = ae ee ae j a eae ra ane ane “ 3 
2 ae oo ae ; - e ~ ae ye SCHS eae Se gee 1 CES ae ae * 
+ J Oe a ais, ews ee ies et Se 57k eS A, : cba salle, ee woe ane” 
veh aa ail a i ee ae ae ae ee 
Pi Se a > Ho otic eee a oer ee ae A a ts ; : eat .Ae wail 
eg | : a % ae Ps, bY : « . ‘ ~ : Ss ‘es br ee pene AAAI ED ae a a ne we ° hr mia Cosette x = 
Dah ee be Be ‘ oe ee oe % Roe yaar, 7 7S See enmans : iB ‘ Be: hae aes “ge : — 
ee : 3 % > oo, age rs ies. 7 Lr a, sit a E ft "Tees ate oe ey ae et hae Pl og PS 1G Al uate ete ie feo, ERE ns Saal x ae ‘ ‘ oe 
eS ete ae SS aor Reet ; — . ee _. . em eee) a SS RR ae aS ee + Mite Payee. “eee , s 
5 4 “i Elie =m a a i ; Bi ae cig La ieee A ie a : ba Es bed vy yp 4 Es as Ba ah te od 2 ae r awe ss 
a -_ as - ¥ ed 1 eS q & oS Bia tae ins ro YW ae | ORE hae ce) ee _ » Saree eT esi : 
Re 4 E aa ae mes Pia ait 7 Pe 9 uta te DS ltt co NS Se a Ps Com apr eee re 
—s NE ae 2 ee i i 5 <a cS : ee j 2° oy ee ee) : 7 X OE oe apie Oe ig Seas So Say SE eas 
er noe a7 — ae — =. . ors ue get) wae et, sage — is ee 
: oe oe a SP x Res gee Fae as a yt Pg Be tes iy Z : 
rs peng thet at j Pa wa i 
——_ : ee eee eee alas ———— ; a - i. Pe gee ie . é 2 
og ore Se oe Saya ao me pe ‘ es 23 eae! 7 a ae Rien |S Seetine ee 6, 
aie . . nL Me ase ye — - 4 2 Fi it, fe ao . te Me a oe os i ial ’ 
ee , OI — : ae as se cha ee See Re ee ey Whi 
2 3 - “ery ie ma ee s * Se eee ee eo 7 - oF) Sap eae ay ive pe foe i J ee pci ies ani 
iia <<" « a eo sw. ee ae Meret a 7 ae 
- , eee. Bae. ee ae _ me Ch oe ar) Se oe eer! ie eae 
era 3 = i.e a Oe OR és bak ies oe i ee Reg ee oy ot cece CO es tom 2 . | eee 
ee ae: ca eee Sk epg Beh eR oe shies (ets tei tote See 7: os : oo ed : aoe ; 
ae” he ame . ph ge RR lon koh ee — se ie nics <x eas 5 Ae SS a ae ae ~ pita ‘: 
ee " ; o és aS or ial ste . Sc er ‘ TN De et hr aa a ae. yea = ie i , "2 ee ae aes ee 4 
a ei a . ms ? ee Pie “ eas — St eS eee ee aby eh TB Bo ys _ aR is AES 5 aa *. oa ire 4 
eee ee Be iy eS ei a ns i i se oe... oy Nae — ‘ai a iF ots cS \ 5 Sie ae eerie ; ; eee 
Peers: oe bad : aes Tae: RES, a eS a 6 Sis ey ee) WES ee ee oe: Sy agale a Ri «a \ 
- : —— s = TNs ¢ Z ‘ + «. 3 I mare va . Pea ons be ° 2 Sees Bye -. Bx x a ° 
Py ; = a ae: > Ey . 2 rs 
2 ie “ +e _, . - _ 3 Le : 
5 Yay as %, ¥e be ig : ee — . A: get ot ‘ : . sila core, Shs 4 
ey 4 ws ee i SC ? bi yn 5 ES ag ey. j i . ss is : ” “" : ade t 
‘ieee Z i. cack nastinan 2 ae cee ee as r asi Ea ee i bd fe * E 4 
nan. Tm 
BL 
pee / 
: > eee | 
— | 
eS ae } 
—" 4 
} A 
= 
eee 
ee | 
A«¥ | 
io 
mei y : 
ee | 
Fee | 
i . 
- ae 
ee 
‘en 
A/ P x : - é Ba ais a ei ill it. ; 3 : 
- ve ® Fy s ' e a ~ a a f é = Q 
= i  . : s <a ae et | he * i — E 
pr . a ia ie 
, ' ag Agee se : Es oa ee r e oF ‘ oe : 
a, ons aa . “ Po : y KS a - ’ fee Ro Te | ’ 
, 0" 4 Ae me : , rs * e" 3 Se Z ; ; ’ oe i Ln = ; 
5 “i % : ae ‘ ie ae ee ee : v ‘ ea” BS y 
4 “ : sie Be) ug Ew - : 4 . ns 
4 K: ‘ ; : . —_— o E > = ai > we q : ¥ 7 : 
home f » _— ‘ ree ig ee —— oe : 5 4 2 x P, + etd % 4 ’ : al 
en. ee! . 4 : : ie errs. oe ee ee i 2 Ss 7, ‘ — : 
em beret ¥ Th, a Vee : Bs r E 4 , re 4 
Bee? ei : “= ES aoe Z mm * an [a E 
ee ean . ae "a ne Thad f ae 3 Bae 
REP oF er ‘ < i os Pasa) ee _ 3 tg 4 
is a * ee 77 “a ear 1 ; an ee ; Be , ac ' / 
See ee : + mean a a F; : q Bee Cir Seas ae : ke ’ 
Apart eS — : ote * a  -: aS es : Bie . % 1a q 
he - : F Le a hod Labrae airice eS 4 a» k oe 
Piece at ea ‘= . , '% - ee Pee oe : ; . « ’ : a 
ee sete . a. ns eo i 7 pi . om oe 3 fentis 
we 5 = . eee ae ised, Sececiasess acs ena ; - * : a > % 
. nt | ae ties eta coe ; +. y — 
pert * aa — S ees, ee tk,” . } 4 3 fo a 
’ epi? aa my ES ae I 2 MG 3 : ay 
nee ee - F oe koe - | 3 F \- Bee —" 
tg Bs if See . TA le | 
ase —. - ~ : all oh % : oe es: i. ‘ ‘ 
Paes. a : Bee ma ee ao 
r ool = : q ’ ‘ _ a e Q a . a y 3 
: 1) - — : ‘ > zy 3 i le 4 . Be ae 
ia F : - : ‘ , 7 OS a 7 xt 
S sol ll ; . Beat 0) 2 Ni ah) ape i a 
. loll # “ BR ae nha, 
‘ Pos j ee . oe I +? 43 é . 
: 5 + ae x > , ‘oe 2 . a 4 
i. e: ‘ StS. ee = 
’ A | < j i 
4 xt - ; i 
ih q e . ; a ; a 
ii agai ie P Fe ry 5 “a 
. ‘9 = P - be ea * P ‘ x 4 -_ % Se 
; “ ae vd j q <i s, 
“ _ ia Rien, . 
€ . E é F i 4 P ; 
= . a ae a : 
PI a Ry & P . af > 
4 sal wrens is ? a ' 
F: ys ae im 
3 4 By ey - a 4 
: - : = : ao j 
‘a _ i 3 4 i es g : 
ae fe P eee 
* : » j - = ae , a 4 
; 5 , 
" . aaah : 4 =n ; na 
a . ‘ tg | 7 % ‘ ‘ + ey F j : P see Ae , ¥ :.. aa as, 3 7 “a ‘ t = a= i : j 
wl ie . < ee : ; - P 7A ‘a > x Se 4 ; 7 eal 


This picture, showing flame leaping from port of coke 
oven, was part of a 12-page photo-essay on Industrial 
Chemistry at War. Two LIFE photographers, a writer, 
and a researcher worked for six months, studied 15 
textbooks, consulted with dozens of experts. The re- 
sult was another of LIFE’s painstaking stories present- 
ing understandable news of scientific developments. 
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A visit to a small-town barber typifies LIFE’s ability 
to make the pleasant pursuits of living as dramatic as 
the unpleasant. In 1942 LIFE led all magazines in ad- 
vertising revenue, a position held every year since. 
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Through such on-the-spot reporting as this picture by 
LIFE’s George Strock of three dead Americans at Buna, 
LIFE provided its readers with as vivid a record of the 
world at war as it had of the world at peace. LIFE was 
the only magazine member of the Armed Forces Picture 
Pool. Other members were AP, INP, and Acme. 


But during the war LIFE’s camera never lost sight of the 
everyday happenings which even in a war year ac- 
counted for more than half of LIFE’s total editorial 
linage. These neighbors are two who lived on a typical 
American block photo-essayed by LIFE. 
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If a press agent and a great historian had plotted and 
planned for years, they couldn’t have improved on this 
1944 news picture which shows Montgomery Ward’s 
president, Sewell Avery, being given the old heave-ho 
as the government took over operation of the plant. 


” . . 
“Super” was the word teen-agers used in thanking LIFE 
for an accurate portrayal of their own wonderful world. 


One young lady summed up their sentiments: “Now may- 
be the older generation will realize that we aren’t all 
juvenile delinquents!” LIFE has more readers between 
the ages of 10 and 19 than any other weekly magazine. 


As Franklin D. Roosevelt’s body was borne past the main 
dormitory at Warm Springs, Chief Petty Officer Graham 
Jackson stepped out of the watching circle, sadly fin- 
gered the strains of Going Home. 


Here in the valley of the Urubamba River is the heart- 
land of the ancient Inca empire. Mostly unexplored, 
the ruins of a great civilization lie beneath centuries of 
undergrowth in the mountains of Peru. LIFE’s colorful 
photographic jaunts to every part of the globe have 
helped to make LIFE one of the greatest single sources 
of entertainment and enlightenment in America. 
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Dodger Dixie Walker tells umpire “Babe” Pinelli opponent’s hit was foul. LIFE Takes a Fashion Trip to Pacific Northwest with 30 New York designers. 


10 DAY. a LIF E has the largest circulation, the largest reading audience, 


and the greatest penetration of all income groups of any weekly magazine. 


A Dream House Preview of all the things to come for modern living. Soviet Foreign Minister Molotov in reflective mood after conference. 
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Use Ad Technique 
to Sell Industry’s 
Worth, Jones Says 


DetroitT—‘‘Use the _ technique 
that you have developed in selling 
your product to explain the funda- 
mentals of the American system 
and how that system, because of 
those fundamentals, best serves 
the interest of its individual citi- 
zens,” George S. Jones, vice-presi- 
dent in charge of sales, Servel, 
Inc., told the annual trade dinner 
of the Detroit Association of 
Grocery Manufacturers’ Represen- 
tatives. 

More than 650 members and 
guests heard Mr. Jones describe 
governmental and ideological 
trends designed to hamper and 
discredit “the individualism of 
spirit and of freedom that is 
America.” 

“For 30 years I have spent prac- 
tically all my time distributing the 
products of mine, field and fac- 
tory, but it is only in the last two 
years that I have come to a full 
realization of the lack of impor- 
tance attributed to distributive, 
sales and advertising functions by 
business executives, top bracket 
men in government, and even by 
the public itself,” he said. 


Must Use Fair Base | 


“There were no distribution or | 
transportation expenses in the pair | 
of boots that my grandfather 
bought from a cobbler. Today a 
very considerable part of the| 
price of a pair of shoes goes for 
these items. How does the price 
of shoes today compare with the 
price my grandfather paid? Un- 
fortunately, this comparison can- 
not be made in dollars—the only 
fair base is the value of time or 
labor or what we call man hours 
of work.” | 

The price today, Mr. Jones | 
pointed out, “based on the num- | 
ber of man hours that the pur- 
chaser had to work to earn the 
price of the shoes compared to the | 
number that my grandfather had | 
to work means that you and I are | 
paying less for boots today. Why | 
worry about whether we are pay-— 
ing more or less for distribution? | 
Conceivably, the more we spend 
for distribution, the cheaper the 
end product.” 

He cited the period when 
oranges were a Christmas stocking 
delight compared to their regular 
use in today’s diets. When he}! 
entered the refrigeration industry | 


Print it in 
the West 
FOR WESTERN 
“DISTRIBUTION 


%& Los Angeles 


Flying us the copy, layouts, mats 
or plates saves time and money 
when you have anything to print 
on newsprint . . . black, color or 
process colors . . . fast, modern 
rotary presses. Our capacity is 
limited only by temporary paper 
restrictions. Samples and prices 
on request. 


Rodgers & 
McDonald 


Publishers, Inc. 
Rotary Printing Specialists 
2621 W. 54th Street 
Los Angeles 43, Calif. 


20 years ago a five-foot box 
brought $500, with distribution ac- 
counting for 60%, or $300 of that 
figure. 


Cost Actually Lowered 


“Before OPA you could buy a 
much better refrigerator for $150,” 
he added. “And the professional 
critics of our country are yelling 
to high heaven over the fact we 
are still spending 60% of the cost 
to take it from the assembly line 
to the kitchen. 

“Distribution in the refrigeration 
industry has been improved in ef- 
ficiency to the degree that the 
purchaser is only paying $90, 60% 
of $150, for the function rendered 
by distribution instead of the $300 
paid 20 years ago.” 


Morgan Agency Moves 


Raymond R. Morgan Company 
has moved its San Francisco office 
to 260 California St. 


Schedules 4-Day Clinic 


Gamble - Skogmo, Inc. (Operat- 
ing Gamble Stores), Minneapolis, 


|has increased 


will sponsor a four-day planning | 


and merchandise meeting in Min- 
neapolis Jan. 27, 28, 29 and 30 for 


members of the traveling field or- | 


|ganization, branch store managers, 
| dealers, 


representatives of store 
departments, and manufacturers 
and suppliers. 


Store Unit to Reimers 


The Specialty Stores Association 
has appointed Carl Reimers Com- 
pany, New York, to launch next 
month an institutional advertising 
campaign on the association itself. 
Insertions in business papers and 
direct mail promotion will be con- 
tinued throughout 1947. 


Appoints Ellis Agency 
Miami Air Commuters’ advertis- 
ing for 1947 will be placed through 


Ellis Advertising Company, Buf-| 


falo. 


Increases Ad Rates 


Canadian Countryman, Toronto, | 
its ad rates from 
line, 
effective with the February, 1947, 


60 cents to 65 cents per 


issue. 


jadvertising of its 
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‘Names Zimmer-Keller 


Shedd-Bartush Foods, Detroit, 
has appointed Zimmer-Keller, Inc., 
of the same city to handle the 
allied lines 
throughout the United States. 


Reach the 


molders of 


PUBLIC OPINION: 


i yu TEACHER BR EADERS 


e MILLIONS OF, 


“— INSTRUCTOR sdlgadee 


NEW YORK 


YOUNGSTERS 


CHICAGO LOS ANGELES SAN ee Isco 


know the man nobody knew! 


Just released! A national survey by Dr. Starch of 
“The Man Who Reads the Pulps!” 


Even if you have always known the true facts about pulp readers you will want to see your 
good judgment confirmed by the first comprehensive, factual study of this market. xx This 


nationwide, personal interview survey by Dr. Daniel Starch reveals exactly who pulp 
readers are—what they earn—how they live—what they own and buy—and what brands. 
Here—for the first time—is a clear-cut, factual picture of the national pulp-reading audience 
free from bias and misconceptions. % Not only does this 1946 break-down of THRILLING GROUP 
readers reveal a normal pattern of good-living, good-spending, but it shows pulp readers 
even above national averages in certain important respects. It confirms the well known 
fact that pulp readers are cover-to-cover readers—68% read all or almost all of 


every issue. %* 


Think what this means to smart advertisers! Long life and super- 


readability for your ads before a mighty, plus-2,000,000* man market! x Certainly 


or wire for a showing. 


10 East 40th St., New York 16, N. Y. 
VAnderbilt 6-4424 


alert space buyers, account executives, sales and advertising managers will want a 
detailed look-see at this unique Starch study. Just have your secretary phone, write 


* ABC—2,385,055 


© THRILLING FICTION GROUP 


9 South Clinton St., Chicago 6, Ill. 
Franklin 5494 
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Penney Building 
Large New Store 
in Cincinnati 


CINCINNATI—J. C. Penney Com- 
pany has begun construction here 
of a new seven-story department 
store, to be one of the largest and 
most modernistic of the chain’s 
1,600 department stores. It will 
be opened in the fall of 1947. 

All floors will be air conditioned, 


music will be broadcast through- | 
out the store over a public address | 
system to be used also for special | 
announcements, and unusual fluor- | 


escent lighting arrangements will 
| be employed throughout. 

Window display space will have 
special lighting effects. Varying 
color schemes will be used to dis- 
|play merchandise advantageously, 
|department by department. 
| Penney this month opened a new 
|San Francisco home furnishings 
center, employing new color 


‘ 

( ‘ Delhi — Capital City of India—is the 
_ ‘ home of the Hindustan Times (in Eng- 
) . lish) and Hindustan (in Hindi), the 
Ns most popular Dailies in Upper and 


schemes and booth designs, curv- 
ing counter displays and other fea- 
tures to be included in its other 
new stores. 


Benny Heads the List on 
Pacific Hooperatings 


The October Pacific Network 
Hooperatings Report shows Jack 
Benny first among the first 15 pro- 


Bob Hope second and Fibber Mc- 
Gee and Molly in third place. 


evening audience rating of 8.7, an 
increase of 2.1 from the last re- 
/port, and an increase of 0.5 from 
|the rating for the same period in 
| 1945. The average daytime audi- 
/ence rating is 3.7, up 0.3 from the 
last report, and up 0.1 from a year 
ago. 


Ericsson Leaves Shulton 
Irma Ericsson, for seven years 
advertising manager of Shulton, 
Inc., New York, manufacturer of 
Early American Old Spice and 
Friendship’s Garden toiletries and 
Leigh perfumes, has resigned. She 
will take a prolonged vacation. 


grams on the Pacific Coast, with | silway 
| voted to run full-page newspaper 
The report indicates an average | 


oot x 
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Rail Workers’ Ad 
Raps Santa Fe’s 
St. Louis Entry 


St. Louis — However attractive 
it may seem to others to have the 
Santa Fe railroad begin operations 
into St. Louis, the proposal made 
no hit at all with members of the 
unions, who promptly 


space opposing the railroad’s entry. 

A committee representing 80,000 
employes of six railroads already 
operating here seeks, through the 
copy, to warn the city that the 
Santa Fe would contribute noth- 
ing and would eat into present 
railroad income in St. Louis. 

Said the copy, “The Santa Fe 
does not propose to build one mile 
of track in order to serve St. Louis. 
In brief, the Santa Fe is seeking 
to obtain part of the business now 
handled satisfactorily by our own 
St. Louis railroads.” 

The Santa Fe earlier had run 
three half-page newspaper ads 


promoting its St. Louis service 

Fleishmann & Hilliard, pul 
relations firm associated w:} 
Krupnick & Associates, St. Lo: 
advertising agency, is handling 
the railway employes’ copy. 


Takes Over WBS Studio: ' 


United Broadcasting Compa) Ht 
whose Chicago recording stud 
were located at 64 E, Lake St., hy 
taken over the recording stud»; 
and facilities of World Broadca::- 
ing System, 301 E. Erie St. Unc 
is making immediate poli. y 

T 
d 


awarwTo 
—_ “= 
i —_ ~~ 


changes, waiving all recording ;. 
strictions and inviting all tra, 
scription and audition work, p: 


ticularly the recording of master mi 
records, label phonograph reco ket 
companies and _ transcription or 
braries. Co 

c EEN firs 
Clissold Appoints Breyer sai 

George W. Breyer, formerly vic 
vice-president of George B. New- sol 
ton Coal Company, Philadelphia, ret 
has been appointed business man- 
ager of Bakers’ Helper, published 


by Clissold Publishing Company, 
Chicago, succeeding Walter R. 
Swartwout, who is retiring. 


| 
| 


“i Northern India. Their Nationalist policy | 
finds ready acceptance among the middle 
and upper classes of a vast area which | 
stretches as far South as Jubbulpore and | 
North to the limits of the Frontier Prov- 
ince. Well-produced, brightly edited and | 
with an up-to-the-minute news service, | 
the Hindustan Times and Hindustan con- | 
stitute media of the first importance to | 


in these areas. 


advertisers. You will find through them | 
a ready response from a public whose 
standards of living are constantly improv- 
ing and whose needs in a wide variety 
of goods are steadily increasing. 


Cd he Frindustan CGimes 


(in English) 


Hinoustaw 
(in Hindi) 
Let Upper and Northern India know what you have to sell through 


the advertising columns of the two papers with the largest circulation 


Rates, specimens and full particulars from: 


THE HINDUSTAN TIMES, LTD. 


2/3, SALISBURY COURT, FLEET STREET, LONDON, E. C. 4. 
Cables Hintimes London 


) COLLINS MILLER & 
HUTCHINGS 


Vy Sug saving 


207 N. MICHIGAN AVE. CHICAGO 


AMERICA’S EXPORT SALES ARE CLIMBING AGAIN 


They are on the way to an all-time high! 
Many factors indicate that our export cus- 
tomers, now buying from us at approxi- 
mately twice their pre-war volume, will 
continue to do so for years to come. 

The demand for U. S. finished goods for 
consumer uses and machinery, tools and 
equipment exists in most markets overseas. 
Equally important, many of these markets 
are currently holding increased funds or 
exchange with which to pay for our wares. 

Manufacturers experienced in selling 
abroad know that export sales are stable, 
that they usually run to larger individual 
orders, are acquired with lower selling 


AMER 


costs, and carry minimum credit losses. The 
time to enter into these new fields is now 
— before the most desirable distributors 
are all tied up. 

For 68 years, our organization has been 
rendering practical foreign trade services 
to American exporters. We invite the op- 
portunity to tell you about these services, 
to help you determine market potentials 
for your products, and to show you why 
some 800 other firms are currently adver- 
tising through American Exporter to reach 
the commercial trade overseas, or through 
American Exporter-Industrial to reach the 
industries abroad. 


ICAN EXPORTER 


ESTABLISHED 1877 


ano AMERICAN EXPORTER-INDUSTRIAL 


Johnston Export Publishing Company 


386 Fourth Avenue 


PHILADELPHIA CLEVELAND 


New York 16, N.Y. 


CHICAGO $T. LOUIS SAN FRANCISCO LOS ANGELES 
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ice ° tion skills and efficiency to meet] sales. |to public welfare.” . 
pub ic Ford Motor Lists and beat competition. | Mr. Breech urged that the word He stressed the importance | “Seerae i bt minngy = a 
| With “3. We may help to break the| management be replaced by the “vision—of having goals—of mak- | manager of market development ps 
Louis log-jam of postwar mass produc-| ‘more dynamic word—leadership. | ing our great and interesting ob-|the Moore Corporation, has been 
ndling 5 000 000 Loss tion. Management is a ‘sit-down’ word. | jactives clear,” and he urged appointed managing director, for 
y y “4. By bringing the supply of It suggests a glass door marked | . specially the development of | Canada, of Eversharp, Inc., Chi- 
new cars up to demand, we can | ‘Private.’ Leadership is a word | «. ass Seadewele! ak onl cago. 
lio: 5 . do our share in halting inflation.” | suggesting enterprise, courage,| * pve ap. ae where mie PO o-~<eamageee “a 
on in Nine ont § | He emphasized the “huge edu-| vigor.” . an tees Gade. i ee Dive: Dollie 
tudios cational program” required “to In addition to ending the “officer d ne gh e| Pillsbury Mills, Minneapolis, has 
Shas . ‘support mass production and mass| caste” in industry, Mr. Breech | "€W needs w ich have been cre~| purchased the Metropolitan build- 
hidios But Production Efforts distribution”? (Ford has been|would have business men spend |2te4 By | its own magnificent| ing in Minneapolis as its perma- 
dcast- Boosted Em lo ment probably the largest automotive|more time working with people | STOW". ‘nent headquarters. 
UEC ploy ' |advertiser this year. Ford ex-| ‘on all levels in government.” He 
licy Says Ernest Breech |ecutives, however, would not esti- | suggested that “each of us give 
, 5 i /mate to AA the combined factory-|5% of his time during the next 
p: % JEFFERSON CITY, Mo.—Deter- | dealer expenditure for 1946.) “We|12 months to hard, intelligent, Lowest milline rate— 
naster mined to “stay in production and | cannot have mass production,” Mr.| constructive work with govern- lowest cost per inquiry in this 
ecord keep men employed” despite the | Breech added, “without bigness”—| ment people—not as opponents of IN EXCESS OF 200,000 highly responsive field 
n ii- “samble” involved, Ford Motor| but he pointed out that this no| proposals, but as honest, expe- ABC MEMBERSHIP 
Company lost $51,600,000 in the| longer meant big profits either in|rienced, well-informed citizens GEORGE T. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE. NEW YORK 
first three-quarters of this year,| proportion to investment or to! who want to make a contribution ‘ 5 . 
yer said Ernest R. Breech, executive | 
merly vice-president, before the Jeffer-| 
New- son City Chamber of Commerce 
Iphia, recently. 
man- Mr. Breech’s talk was notable 
ei as his first since joining Ford, | 
r R from med a and | # e h 
as probably the first formal an- 
- nouncement of profits and losses | e re IS’ W Cre 
in the history of Ford Motor Com- | a: eis versrsogen 
pany. 3? haat 
When Ford converted from war | is 
to peace production, he said, the am Bo FG dF iy 2. °F 
company “told its employes the. AA me BY gee ee age ees “8 
truth. Even without a wage in- oo bigsinir : 
a crease . . . there would probably 
aap be an operating loss of about $35,- | 
a 000,000 during 1946... If a wage 


increase was granted, it would 
mean a loss of an additional $35,- | 
000,000.” But, Mr. Breech added, 
the company had “no alternative 
but to take this great gamble.” 


Despite Price Increases 


The $51,600,000 loss was in- 
curred, he explained, despite three 
price increases and before pos- | 
sible tax rebates. “Had this loss | 
represented the full year’s opera- | 
ting results, the tax carryback | 
would have reduced such loss to | 
$32,900,000,” he said. 

Mr. Breech cited four reasons. 
why the company took “this finan- | 
cial risk:” | 

“1. We can stay in production 
and keep men employed... 

“2. In prompt, all-out produc- 
tion, we can sharpen our produc- 


; ‘“ ' are Consistent Users of Display Space in 


5+ = KANSAS FARMER 


MINDS OF DELAWARE Year in and year out top men in the Kansas livestock 


COUNTY RESIDENTS 
WHEN THEY WANT TO 


BUY OR SELL FARMER. These are the successful stockmen who con- 


More than 182,000 duct their business by the same methods used in other 
Want Ads totaling 
1,455,986 lines 
were placed in the 
CHESTER TIMES in 
the last 12 months 
. . . concrete evi- 
dence to exacting 
space buyers that 
this home news- 


f 135,000 . a oy , 
ne ig SELLS! market (sixth in income) is the same for ALL adver- 


More than 
400 Livestock Producers 


industry are every-issue advertisers in KANSAS 


profitable enterprises. They KNOW the way to reach 


the highest unit purchasing power in Kansas 


consistent use of KANSAS FARMER. 


The direct, economical approach to the Kansas rural 


tisers... through the only Kansas state farm paper... 


pene KANSAS FARMER © 


CAPPER PUBLICATIONS, INC., offices are in New York, Chicago, 
San Francisco, Kansas City. Home Office: Topeka, Kansas 


/ELES 


Chester, Pa. 


ALFRED G. HILL, PuBLISHER 
Cc. L. EANES, GENERAL MANAGER of 
ON MCKAY, LOCAL ADVERTISING MANAGER | 


tionally Represented by sTORY, BROOKS & FINLEY 
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Lower Costs 


Are Urged 


to Expand Farm Markets 


Advertising Age, November 25, 19°; 


|journment last spring, the re- 
|search program was specifically 
| intended to compete with the lab- 
|oratory and marketing work done 
privately for synthetics and other 
products that are cutting into the 
market for farm staples (AA, 


allocated by Congress. on 
progressively increasing scale. 

With the Agriculture Depart- 
ment split over internal organiza- 
tional policies, little has been ac- 
complished to date other than ap- 
pointment of the 1l-man advisory 


Sept. 16). 


committee consisting of eminent 


Advisory Group Meets 
to Talk Five-Year 
Marketing Studies 


WaASHINGTON—As the Depart- 
ment of Agriculture mapped ex- 
tensive studies to find new mar- 
kets for farm products, it had this 
week the arguments of a key Bu- 
reau of Agricultural Economics 
official who believes some of the 
answer may be in new merchan- 
dising studies which will reduce 
retailing, wholesaling, transporta- 
tion and processing costs. 

From the viewpoint of the over- 
all farm economy, 


tation, new technological processes 
such as prepackaging of vegetables 


and frozen foods do little more | 
than alter competitive relation- 
ships among producers. 

To get more money to t 
|farmer, Mr. Thomsen believes it is | 


Presumably the program will) individuals 
|go ahead despite the shift in the | Kettering, 


and the 


|tion was sponsored by leaders of | 


svch as Charles F. 


leaders of 


- | political balance, for the legisla- various farm organizations. 
Shortly after this advisory com- 


and to reduce handling costs, 


farm. 
Preliminary Work Starts 
The Agriculture Department 


_ with an ll-man public adviso 


|search and marketing 


| of Congress shortly befgre a 


|necessary to provide consumers | 
| with greater purchasing power, 


that a greater percentage of the | 
food dollar trickles down to the 


holding preliminary’ discussions 


| committee on the five-year re- 
studies 
according to| which will pour up to $61,000,000 
F. L. Thomsen, head of BAE’s di-|a year into a drive to find new 
vision of marketing and transpor-| processes and uses for farm goods. 
Authorized by a top-heavy vote 


both parties, including Rep. Clif- 
ford Hope, who is to become 
chairman of the House agriculture 
committee in the new Congress. 
Providing a broad area of study 
jin any phase of agriculture from 


so | 


| field to consumer, the legislation | 


| Was described by Secretary Clin- 
ton Anderson as “a full-scale at- 
tack with scientific weapons” on 
the problems of production, mar- 
keting, transportation and distri- 
bution of agricultural products. 


is 


ry 


Congress Provides Funds 
Under the bill, studies are to 
be made by states, federal and 
private organizations, and by in- 
dividual companies from funds 


d- 


mittee meets, probably later this 
|month, special subcommittees are 
to be appointed to help in de- 
veloping research and marketing 
|programs in various fields, com- 
-modities and subjects. 

In his discussion of “Broadening 
|the Farm Market” in the depart- 
|ment’s publication, ‘Marketing 
| Activities,” for September-Oc- 
tober, Mr. Thomsen reports that 
the outlook for increased indus- 
trial utilization of farm products 
is none too bright. 


Over-optimism a ‘Disservice’ 

While the possibilities of indus- 
trial research are certainly enough 
to justify its intensification, he 


ox 
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HOW MANY ARE NATIVE NEW ENGLANDERS? 


25 Years in 
New England 


WH 


WBZA 


Springfield 


You're right. Only the maple syrup. Just one out of four. Not an uncommon 


percentage, either. The six New England states, busy with trade and manu- 


facture, still rely on outside sources for 75% of their day-to-day necessities! 


Obviously, New England is a rich, receptive market for discerning advertisers. 


Most of this market, too, is readily reached by one great medium: Boston's 


50,000-watt WBZ. 


A few choice periods are available. Your NBC Spot Salesman will be glad to 


give you all the data. . both on WBZ and its synchronous companion-station, 


WBZA. These two make a powerful pair to build New England sales! 


Help Celebrate National Radio Week 


Nov. 24-30 


WESTINGHOUSE RADIO STATIONS Inc 


KDKA ° 


National Representatives, NBC Spot Sales (except for KEX) . 


wowo =. 


KEX bd KYW . 


For 


WBZ ° 


WBZA 
KEX, Paul H. Raymer Co. 


a|declared, “we have no reason ;{\; 


great optimism about industri: |- 
ization of farm products. Over. 
optimism would do a disservice io 
laboratory technicians engaged ip 
this work as well as the farme’s. 

“Innumerable new products and 
uses have been developed in ‘»¢ 
laboratories, but thus far in alm: st 
all the important cases commerc 4] 
exploitation of them is impossi! |e 
because competitive costs are io 
high. 

“A gadget made from soybezns 
adds little to farm income if jt 
cannot be produced cheaper than 
one from nonagricultural mate- 
rials. Motor fuel from corn re- 
mains a laboratory curiosity, if 
corn cannot be produced as 
cheaply as crude oil.” 

According to Mr. Thomsen, con- 
sumers spend a relatively fixed 
percentage of their income for 
food, ranging from a high of 27% 
in 1930 to a low of 21% in any 
of the five years after 1940. 


‘Cut Across the Board’ 


Like bankers and other business 
men, the farmer has a stake in 
working for an over-all increase 
in consumer income, he says, ar- 
guing that consumers, faced with 
less spending power, “cut across 
the board” rather than give up 
housing, automobiles, recreation 
and other things. 

On the other hand, he says, 
even a small increase in the total 
amount the consumer can spend 


|for food means a real increase in 
'the amount of money that reaches 
the farmer. 

Advertising and sales promo- 
|tion programs can broaden the 
markets for particular products or 
in particular areas, he feels, but 
| he doubts whether such campaigns 
|can materially expand the propor- 
tion of consumer income spent for 
food. 

Unless tied to specific products, 
| brand names, quality controls and 
/merchandising programs, such ad- 
_vertising is likely to be “little 
|more than a waste of money.” 


| Product Demand Shifted 
| Similarly, new processed prod- 
ucts or byproducts, such as frozen 
| foods, prepackaged fresh fruits 
'and vegetables and meats, result 
'in increased sales by shifting de- 
/mand from some other product or 
marketing channel. 
| While 


consumers benefit by 
|added convenience, palatability 
| and nutritional qualities, such 


shifts merely mean that one group 


| 


The folks living in 13 prosperous Counties 
make Rockford their shopping center A“ 
cording to A.B.C. figures that adds p '° 
377,854 people . . . farmers, vill« ger 
and city workers. 


In my book, that’s what you call the ‘igh! 
setup to do a selling job. Rockford s ould 
be on your list, sure enough! 


At the Top in Dhbiness 
ROCKFOR 


MORNING STAR 
REGISTER-REPUBLIC 


111,000 
METROPOLITAN POPULATI 
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of producers takes business from 
another, and that growers, ship- 
pers, producers and processers 
must adjust to new competitive 
relationships. 

In a generally pessimistic pic- 
ture, Mr. Thomsen sees some hope | 
from the possibility that handling | 
costs can be reduced, and a greater | 
percentage of the food dollar | 
passed to the farmer. | 

“If this research and educational 
work is to decrease marketing | 
costs materially, it must be aimed 
at those parts of the marketing 
system where the major costs are 
incurred,” he declares. 


Earlier Reductions Offset 


“Work at the farm end of the 
system, no matter how effective, 
can never make much of a reduc- 
tion in marketing costs, because 
only a very small part of these 
costs are incurred near the farm.” 

Though there have been reduc- 
tions in marketing costs in the 
past, they have been offset, so far 
as the farmer’s income is con- 
cerned, by expensive new services, 
needed to attract consumer dollars 
in competition with nonfarm 
products and services, Mr. Thomsen 
said. 

With the development of the 
chain supermarket, however, in- 
creased volume per unit, reduced 
labor and other costs have 
trimmed retail food handling costs 
by 50%, offering real hope of 
lower distribution expenses. 

Such savings stem from a new 
type of research, the developing 
and trial of original ideas under | 
actual marketing conditions, 
“Hardly a month passes in a mod- 
ern supermarket that a little piece | 
of research of this kind is not) 
conceived, executed and put in| 
use,” Mr. Thomsen explains. 

Mr. Thomsen sees “unlimited | 
room” for marketing improve-| 
ments from this kind of research 
and from follow-up educational 
campaigns to put the information | 
into the hands of those who can | 
use it. 


New Uses Sought | 


Intended to “assure agriculture | 
a position in research equal to 
that of industry,” the research 
program is to find new uses for 
agricultural products, expand/| 
present uses and improve mar-| 
keting facilities and services ‘“‘to 
promote a sound, efficient, pri- | 
vately-operated distribution sys- | 


methods of production, market- 
ing, processing, distribution and 
the utilization of plant and animal 
commodities from the _ original 
producers through to the ultimate 
consumer; human nutrition; dis- 
covery and breeding of new and 
useful plants and animals; con- 
servation; more efficient and sat- 
isfactory use of farm buildings, 
homes and machinery, and the 
development and improvement of 
rural home and rural life. 

Fields of marketing service and 
research include standardization 
and inspection of work, provision 
of marketing information work 
and statistics, the improvement of 
all types of facilities involved in 
the marketing of agricultural 
products, and research on market- 
ing methods and marketing costs. 


Plugs Shopping Center 


Mitchel Street Advancement As- 
sociation, Milwaukee, 


plans to} 


41 


spend $15,000 = Fm a © ‘Salescrest Names Akin |Rust Craft Names Grey 

SS > bg tome ms | Russell G. Akin, formerly di- Grey Advertising Agency, New 
rd a Th more ion Wall ; wets i ‘rector of sales and advertising of | York, has been appointed to handle 

Aaily i e campaign An Fieve © | Littelfuse, Inc., has been appointed the advertising of Rust Craft 
Ag a poet scion rts .N€WS- head of the distribution and sales| Publishers, Inc., Boston and To- 

ee ee ee division of Salescrest Company,|ronto, manufacturer of greeting 

ing) maa Chicago. | cards. 
Fuller Transferred 


Sam Fuller, who joined Sher- 
man & Marquette as radio di- 
rector in the New York office, has 
been transferred to Hollywood to 
head the agency’s radio activities 
on the West Coast. He will also 
take over the production on Tues- 
day night of the Mel Blanc show. 
Temporary quarters are at 8286 
Sunset Blvd., Hollywood. 


; Organs. Interesting, instructive, fits any 
Appoints Howard A.M. 
Alfred Howard, formerly ac- | 


standard file. Write or Phone State 5977 


count executive of Royer & Royer, | ri 
New York agency, and advertising | 

manager of the Retail Furniture | 
Advertising Institute, New York, | 
has been appointed advertising and 
sales promotion manager of Ham- | 
ilton Ross Industries, Chicago. 


Send for this Instruction Manual. Tells 
and shows how to prepare copy for House 


RAPID COPY SERVICE . 
W238 WM. WeckheroDe., COltene 6, 11l. © 


tem.” ye 


Among fields of research named 
in the law are new and improved | 


| 


| 


For a real selling partner- 
ship, team up with National 
Advertising highway displays. 
Choose your own locations .. . 
be sure of covering the signi- 
ficant approaches to your specific 
market areas. 


With National Advertising’s 
distinctive highway displays you 
deliver more sales messages per 
advertising dollar . . . get optt- 
mum coverage through selected 
locations . . . plus flexibility 
to meet local 
sales problems. 
Write for detail- 
ed information. 


istinctiv 

OUTDOOR 

DISPLAYS 
ts 


ATIONAL ADVERTISING CO. 


WESTMINSTER, MARYLAND | 


In SuccessruL Farminc for November, there are three major articles on soil 
structure, sod crops, and protective measures ... of the utmost importance 
to SF’s farmer subscribers... and of significance to every intelligent 
advertiser. Worth the reading time also, as evidence of how the first 


US farm magazine serves the first US industry .. . see pages 23, 26, 28. 


Also .. . “Chickens Are Eating Better, Too”. . . “What Can Insulation 
Do For You?”... “They Want Lots of Kilowatts”... “Farm Outlook”... 
“Successful Homemaking” .. . 
farming . . . .make SF first among the first farmers of the 13 agricultural 
Heart States, New York and Pennsylvania. . . with the highest yields, i 
cash incomes, property investments, and buying poi a 
million plus profit prospects, today’s best class market 
the facts about this major market, ask any office... Boss 

SuccessruL Farminc, Des Moines, New York, Chicago, 


Detroit, Atlanta, Cleveland, San Francisco, Los Angeles. 


The soil of unworked land is springy, resistant to the 
touch, clings together, holds water and resists 
dissolution . . . is so rich in humus and minerals 
that first crops are bountiful . . . But plowed 

and reaped for years without enough rest or 
> restoration, the soil becomes dead dust that 
sifts and blows, cakes hard with moisture, 

runs off under heavy rain . . . will grow 

sparse and deficient crops. 

During the war years some 12,000,000 
acres of our best land were over-worked, 
have lost seriously in fertility and food content 
. . . must go back to sod crops to restore 

soil structure, preserve productiveness. 

This capital loss concerns the American 


people and the whole world. 


* - 
Bulls Receivable . . . is an accounting classification of the Home State Bank, 
“S Jefferson, Ia. ... which loans purebred dairy bulls to farmers... who use sire, sell, 


pay off note, and split profits averaging $130 with the bank, “The Banker,” page 48. 


The Sow-cial Register... Lookin’ and hopin’ is poor way to pick pigs... 
modern method gets family tree, Ma’s and Pa’s record, number of brothers and 
sisters in litter... weights at weaning time. . . takes guess from gilt and sow selection. 


“You Can’t Pick a Sow By Lookin’,” page 148. 


other major contributions to scientific 
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International Paper 
Triples 9-Month Profit 


International Paper Company, 
New York, has almost tripled its 
profits for nine months ending in 
September over the same period 
last year, according to the stock- 
holder’s report made by Richard 
Cullen, chairman. 

The company and its subsidi- 
aries earned $21,252,904 in this 
nine-month period as compared 
with $7,283,592 in 1945. 


O promote seles of any 
product sold through office 
supplies dealers use the indus- 


try’s own trade paper. 


Ask for new 
Trade Summary 


Withdraws FM Request 


Advertising Age, November 25, 194; 


Advert 


12-15. 


Jan. 
tising Executives 
Edgewater Beach Hotel, Chicago. 

Jan. 16-17. National Publishers 


Newspaper Adver- 
Association 


Association, midwinter meeting, 
Waldorf-Astoria Hotel, New York. 
Feb. 10-11. Inland Daily Press 
Association, midwinter meeting, 
Congress Hotel, Chicago. 

May 25-28. Advertising Federa- 
tion of America, 43rd annual con- 
vention, Hotel Statler, Boston. 

May 28-31. Associated Business 
Papers, spring meeting, The 
Homestead, Hot Springs, Va. 

June 3-5. National Federation 
of Sales Executives, annual con- 
vention, Los Angeles. 

June 15-18. National Industrial 
Advertisers Association, silver an- 
niversary conference, Hotel 
Schroeder, Milwaukee. 


Recorder Publishing Company, 


 |publisher of the Recorder-Gazette, 


Greenfield, Mass., has notified the 
FCC of its desire to withdraw its 
application to operate an FM sta- 
tion in Greenfield. The company 


| feels that “FM transmission cannot 
’| particularly serve newspapers.” 


Heinz Plugs Baby Food 


In December, H. J. Heinz Com- 
pany, Pittsburgh, will launch an 
outdoor poster campaign for Heinz 
baby foods, stressing the strained 
vegetable group. Miniatures in 
full color of the 24-sheet posters 
will be available to the trade for 
display inside stores. Over-the- 
wire pennants will also be used. 
Ketchum, MacLeod & Grove, Pitts- 
burgh, is the agency. 


Crosley Names Callahan 


Walter A. Callahan, formerly 
general manager of Station WSAI, 
Cincinnati, has been appointed 
vice-president of WLW Promo- 
tions, Inc., Cincinnati, a Crosley 
Broadcasting Corporation unit, in 


DEPARTMENT STORE SALES SOAR 


to dizzy heights in Oklahoma City 


243 


211 


- 271 


FOR THE UNITED STATES 


Was 
and n 
tions ¢ 
accord 
the A 
‘THIS IS WNBC'—Niles Trammell, left, president of NBC, sits in as announce: discus 
to make the station-break, "This is WNBC, the National Broadcasting Company,’ climat 
for the first time, in broadcast ceremonies dropping the famous call letters Wri 
WEAF for NBC's key station, in New York. Gov. Thomas E. Dewey, center, ith 
gave Mr. Trammell his cue as Keith McHugh, vice-president of the American with 8 
Telephone & Telegraph Co., which first owned WEAF, looked on. : pe 
0 
charge of the new transcription “apps 
division, France Puts Tax = J 
on All Posters a 
Paris—Poster advertising here, Weatk 
already up against such hurdles put tr 
as restricted use of electricity and of its 
supply shortages, is faced with a a vie 
blanket order providing that each men “ 
poster pay a tax certified by a in tra 
duty stamp. displa 
The tax, computed on a sliding proble 
scale, affects every public poster | 
from small letter size up to majo: 
outdoor advertising panels. Tax By 
on posters begins at about $2 for gist, 
smaller sizes and ranges up to able 1 
about $1.19 per square yard for care 
large outdoor displays. I[llumi- housit 
nated displays come higher § at eral c 
about $68 per square meter. territc 
If the display is repainted for “Th 
another product, the tax is due sis is 
all over again. Otherwise, it re- more 
a mains valid for five years. If the § delive 
al poster is weather protected by gard 
on varnish, by being pasted on zinc @ said. 
< or used in the subway, street cars benefi 
= |or buses, the tax is tripled. every 
he se ahamaltione, uited 
lan m oj . 
w Winters, Long, Strong, 2 
7 Kosting Join Geyer ties, I 
John H. Winters, Frederick A. ufacti 
- Long, Ernest D. Kosting, and Les- § busin 
ter Strong have joined Geyer, tainir 
|Cornell & Newell, New York, as espec 
| associated copy director, in charge eleme 
|of radio production, copywriter, dustr 
and member of the media depart- 
ment, respectively. 
| Mr. Winters was formerly with 
Erwin, Wasey & Co., first as direc- = Ge 
—— tor of the creative department in won | 
London and most recently copy for i 
director in the New York office. hand. 
Mr. Long was formerly a radio he sa 


, SOURCE: Federal Reserve Bank Reports, Department Store Sales 


Use your own measuning stick. Oklahoma City will loom up as one of the 


most active markets in the nation for the first full post-war year. 


Rushing well 


ahead of national department store sales gains since 1943, Oklahoma City stores 
report a 20% increase in the first 9 months of 1946 over the same period in 1946. 
By maintaining this pace for the final quarter, 1946 sales will reach a point 225% 


above the 1935-39 level. 


.... and SUNDAY OKLAHOMAN 
Circulation Climbs to an All Time High 


more than 305,000. 


Matching this skyrocket 
culation of its newspapers . 
Both are at all-time highs, delivering 
203.000 on Sunday and a Sunday O 


rm 


ed spending in the Oklahoma City market is the cir- 
_. The Daily Oklahoman and Oklahoma City Times. 
to advertisers a paid circulation of more than 
klahoman-Wednesday Times combination of 


Oklahoma City has earned a place on your list. The Oklahoman and Times be- 
long on your schedule. Without them your 1947 selling 


THE DAILY OKLAHOMAN — OKLAHOMA CITY 


THE OKLAHOMA PUBLISHING COMPANY: THE FARMER-STOCKMAN — WKY, OKLAHOMA CITY—KVOR, COLORADO SPRINGS 
KLZ, DENVER AND WEEK, PEORIA AFFILIATED IN MANAGEMENT — REPRESENTED NATIONALLY BY THE KATZ AGENCY 


plans cannot be complete. 


TIMES 


account executive and head of the 
motion picture and television de- 
partment of Batten, Barton, Dur- 
stine & Osborn, and Mr. Kosting 
was previously with the copy de- 
|partments of Campbell - Ewald 
Company, J. M. Mathes, Inc., and 
Kenyon & Eckhardt, New York. 


Names Fulton, Morrissey 


Mechanical Home Systems, Chi- 
cago, has placed its advertising 
with Fulton, Morrissey Company, 

| Chicago. 
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‘Make Weather 
Pay, Retail Unit 


Advises Business 


‘Synopic Studies’ Can 
Solve Many Problems, 
Federation Says 


WASHINGTON — Alert retailers 
and national marketing organiza- 
tions can “make the weather pay,” 
according to a new publication of 
the American Retail Federation, 
' discussing the role of “business 
y: climatologists.” 

Written by Lawrence Drake, 
with a foreword by Wilford White, 
of Commerce Department’s office 
of small business, it reports that 
“applied climatology” can isolate 
weather information important in 
guiding sales and _ promotional 
plans in a particular area. 


Already, Mr. Drake says, the 
ere Weather Bureau is planning to 
dles put trained climatologists in each 
and of its 43 state section centers with 
h a #a view toward helping business 
ach men “isolate the weather element” 
ya in transportation, personnel, mold, 

display, design and maintenance 
ling problems. 
ee Much Advice Possible 
Tax By consulting a good climatolo- 
for gist, the business man will be 
. to able to get advice on packaging, 
for care of goods in transit, ware- 
mi- housing, servicing, design and gen- 
at eral characteristics of a new sales 
territory. 
for “The long-range weather analy- 
due sis is expected to help him achieve 
re- more effective timing of purchases, 
the deliveries and advertising in re- 
by gard to the weather,” Mr. Drake 
zinc @ said. “He will be able to get the 
Car's benefit of precise specifications in 


every field for products best 
suited to the climate of the re- 
gion.” 
Despite Weather Bureau facili- 
ties, Mr. Drake believes that man- 
A, § ufacturers, trade associations and 
business organizations will be re- 
taining their own climatologists, 
as especially trained to spot weather 
elements affecting their own in- 
dustry’s problems. 


Can’t Use General Data 


General climatological informa- 
tion is of no use to business men, 
for it requires a freight car to 
handle the data for a small area, 
he says. The business climatologist, 


Propels and repels, / 


For 
© ART DIRECTORS 
© ARTISTS 
® LAYOUT MEN 
© EXECUTIVES 


14K Gold Filled $12.00° 
Sterling Silver 12.00° 
Solid Gold 60.00* 


*Inc. Fed. Excise Tox 
' your local dealer, or order direct 


RTHUR BROWN & BRO., INC. 


b7 West 44th Street, New York 18, N. Y 


Advertising Age, November 25, 1946 


already used by some utilities and 
trade associations, assures maxi- 
mum use of facilities of the 
Weather Bureau. 

Applied climatology was a prod- 
uct of World War II, Mr. Drake 
reports, when it was developed 
as a punchcard method of esti- 
mating on the basis of past his- 
tory, the long-range odds of good 
weather over selected targets. 

By “synoptic” studies—compari- 
son for weather histories of 
various targets—the odds for good 
or bad weather over each point 
were produced on BMI machines. 

Then, having obtained’ the 
“when” for an operation, weather 
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experts were asked to predict | ing organization, the daily “synop-|show in how many geographically 
combined climatic conditions in|tic” studies covering years can | scattered parts of the country we 
the target area which would af-|show when and where frost, bliz-| are likely to have a simultaneous 
fect each element of an amphib-|zards, droughts, extreme cold and|demand for the same types of 

ious landing. heat occur at the same time in| purely weather-situated goods. 
|areas which may be far apart. For example, it would show 
Many Problems Solved In business terms, these studies how many of the 92 cities with 

For example, the type of landing | 


craft to suit the wave patterns of 
the beaches, Or, in view of soil 
conditions, what weight vehicles, 
what treads to use. What areas 
must be avoided by heavy ar- 
mored units? How about tem- 
perature, humidity, pressure which 
affects lubricants, and food stor- 
age problems? 

Applied to a national distribut- 


HAR 95I5 « DEL 5560 


CHICAGO ide 


414 SO. STATE STREET 612 NO MICHIGAN AVE 


Man luv... 


In July, 1945, an elderly man hit by a truck and 
seriously injured...lay unattended on a downtown 
Chicago street for twenty-six minutes before 
a police squad car picked him up. 

This shocking incident stressed the shocking 
fact that despite budgets of tens of millions for public 
welfare, the city did not own a single ambulance 
...was used by The Chicago Sun to spearhead a 
campaign of documented case histories daily... Within a 
week, letters from Sun readers and civic groups moved 
the Mayor to appoint a sub-committee...In the next month, 
came the endorsement of the South Lodge BPOE, the 
Back of the Yards Neighborhood Council with 168 organizations 
and 20,000 members...By Armistice Day, the 
American Legion, Cook County League of Women, Chicago 
Woman's Aid, the AFL, CIO, other groups totalling some 
827,000 registered voters...On November 28, the City 
Council sub-committee reported favorably...On 
December 16, an official was appointed to 
head the new emergency ambulance service... 
On January 10, $70,000 for ten ambulances 
was approved in the 1946 budget... And another 
Chicago newspaper credited the accomplishment 
to The Sun's six-month campaign. 


THE SUN gets action in Chicago...from 
people who wanted this newspaper, read it by 
choice and not compulsion, believe in what it 
stands for, give their response nct only to its 
editorial efforts but to its advertising columns as 
well... And while the Sun circulation of more 
than one-third of a million...at five cents per 
copy...doesn’t reach everybody in Chicago, it 
reaches enough people potent enough to make 
The Sun a proven advertising medium... first 
choice of many retailers, second in standing 
with Chicago department stores, productive 
for hundreds of small independent neighborhood 
grocers...Enough people, potent enough, that 
no advertiser today reaches the best and 


the most of Chicago without The Sun! 


{XCHE CHICAGO SUN 


400 West Madison St., Chicago 6, Ill. 
250 Park Avenue, New York 17, N. Y. 


National Representatives: The Branham Company 
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more than 100,000 population are 
affected simultaneously by the 
same weather situation. Thus it 


might show that odds are 10-1) 
that a heat wave which affects | 


|cities with 15,000,000 


also affects areas with 10,000,000 
in the Midwest. 

“Then clearly,” Mr. Drake ar- 
gues, “it would be a bad guess to 


The largest daytime 
radio station 


50,000 WATTS 
Day W \ 


10,000 WATTS 
Night 


50 KW on 680 KC 


Direct to 
The Heart of Texas 


abe 


SAN ANTONIO 


AMERICAN BROADCASTING COMPANY—TEXAS STATE NETWORK 


DALLAS @ 


coverage of any Texas 


GENE L. CAGLE 
President 


CHARLES W. BALTHROPE 
Station Manager 


Sapeteowes Nationally 
WEED & COMPANY 


in the East | 


Advertising Age, November 25, 196 


THE DOLLARS- AND- CENTS SIDE OF A HEAT WAVE 
e — a wf ie Ss ae 
FIRST DAY go “ . SECOND DAY \ f ae 4 
ee Po , Tea} fs , @\eSes ; 
es he a ee ie ae ive . ae 
} a } ) ” ! f ‘\ f rite | | 
\ = ep k= ee 
| = } : om t fee ft ») 
\ -<) \ i elsia AP oo) 
. p> x : i E os 4 / v g 
a \ ror -- 4 wan « 
= \ rd . ‘ — cnr idee ae.” 
~ ae 4 ' ae ad 
a one > \Y 
\_ ,avGUST h abee \ » Aucust & 1944 \ 
‘ ESTIMATED METROPOLITAN. ESTIMATED METROPOLITA \ 
POPULATION INVOLVED POPULATION, INVOLVED x) 
ieee ek Teas ante dates tiling 2 ° Ry S eee: — ‘ 
\THIRD DAY ger ‘FOURTH DAY), ) 
8 ——. - | 
| ) Om 
{ ! : 
} ee" 
\ ; ‘OVER 98° i 7 2 ) 
‘i Ne CYS 
L y % Puan: ema ~~ ee SAD Co PEE aa. 
ee ' ; 
<a oo “ Yet 
\ l - \ \ 
; avoust 8. 1906 a: . auou 
ESTIMATED METROPOLITAN? | ‘ ESTIMATED 
SS \ FORULATION. INVOLVED UW) %* POPULATION INVOLVED 
/ \ \ 


EXPLAIN WEATHER'S EFFECTS ON BUYING—These charts show the enormous stake sudan has in sali the right 


weather-situation goods to the right places at the right time. 


They indicate the development of the heat wave of August 


7-10, 1944, in relationship to the metropolitan populations involved. The observable direction of the heat wave was S. W. 
to N. E. Long- -range studies of how such weather systems behave today offer the business man a highly accurate basis for 


calculating in advance what the odds are that they will move in determinable directions. 


The heat wave began over Texas. 


It covered an area involving a scattered 5,000,000 metropolitan population. On the fourth day, the sizzling heat overwhelmed 


an estimated 56,000,000 metropolitan population. 


New York City had temperatures above 90 for seven consecutive days. 


have 75% of the lemon crop ware- 
housed in New York and only 
10% in Chicago.” 

In addition, climatology pro- 
'vides information on elements 
making up the 
|of data can be 
| keting paints, 


important in mar- 
varnishes, plated 
metal surfaces and lubricants. It 
provides light on food storage, 
| display of perishables and control 
of cold. 

With such information, “the ag- 
gressive merchant can find the 
products best suited to the climatic 
|conditions of his region, and can 
put a new appeal and new kick 


climate. This kind | 


into his promotion,” Mr, Drake 
suggests. 


Can Edit Store Ads 


Long-range weather predictions 
can make it possible to edit de- 
partment store advertising in the 
light of daily weather forecasts, 
he believes. He sees them of par- 
ticular value in the bakery and 
dairy industries, where weather 
shifts create or kill demand, or 
for utilities which must anticipate 
sudden traffic complications cre- 
ated by weather conditions, 

In his foreword, Mr. White says 


ready added climatologists to their 
staffs, and that many more will 
probably do so shortly. “The 
smaller operator can and should 
turn to his trade association and 
business paper for specific assist- 
ance,” he adds. 


Lowe, Hall Form Agency 


Sidney L. Lowe, previously head 
of his own agency in Greenville, 
S. C., and Elliott H. Hall Jr., 
previously vice-president and gen- 
eral manager of Jacobs Press, 
Clinton, S. C., have formed Lowe 


|& Hall Advertising at 500 News 
some large corporations have al-| building, Greenville. 


( 


pe of a dynamic 


polaie ca sano if 


ee Maik | hy espe we 


Account reps, some would have it, do nothing but live on expense 
accounts, flash the incisors and the glad hand, wear custom-made 
shirts and make like smooth operators. 


Fact is, most account men spend a lot of their time studying their 
clients’ product improvement problems, with a keen eye toward 
developing new campaigns. Often this sort of study leads to better 

all-around service for the client—particularly on food accounts, where 


DISTILLATION PRODUCTS, 


755 RIDGE ROAD WEST, ROCHESTER 13, NEW YORK 
570 LEXINGTON AVE., NEW YORK 22, N. Y. « 135 SOUTH LASALLE ST., CHICAGO 3, ILL. 
PITTS & LOUGHLIN, LOS ANGELES AND SAN FRANCISCO, CALIFORNIA 


Oh- Sobidble- 


vitamir fortification may be an important sales factor. 


In a spot like this, it is helpful to have detailed knowledge of the 
advantages offered by DPI vitamin concentrates. Pioneers of 
molecular distillation in high vacuum, DPI makes available two 
superior vitamin concentrates: Distilled Vitamin A Esters and 
Distilled Natural Mixed Tocopherols (Vitamin E). 


Both of these concentrates are “‘only” products of their kind, 

unusually bland, stable and uniform in potency. Both A and E are 
vitamins to watch—some surprising new values are being 
demonstrated for vitamin E, particularly. 


So, for help or information about vitamins A or E, or about molecular 
distillation in high vacuum, consult “headquarters”—DPI. 
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Nielsen Gives GMA Rick 
Barrage, 6-Point Plan 


Customers Not 
Always Friends, 
He Suggests 


New York—Arthur C. Nielsen 
let loose a barrage of facts here 
Tuesday to emphasize the increas- 
ing importance of marketing re- 
search to manufacturers. 

Making his ninth appearance 
before the Grocery Manufacturers 
of America, the head of A. C. 
Nielsen Company explained nu- 
merous changes in wartime and 
postwar marketing patterns, as 
grounds for making six recom- 
mendations for food marketers to 
follow: 

His “Six-Point Plan” for suc- 
cess in food marketing contains 
five points showing the need for 
adequate research in solving va- 
rious sales problems, and a sixth 
pointing up the importance of 
influencing good customers to be- 
come good friends of industry. 


Grocers’ Volume Discussed 


Discussing wartime changes in 
food production, sales and prices, 
Mr. Nielsen pointed out that food 
production this year is 34% over 
the 1935-39 average, but sales in 
grocery and country general stores 
are up 45% on a tonnage basis. 
Tonnage sales have been outdis- 
tanced by dollar sales volume 
since V-J Day, he declared, a fact 
suggesting both continuing price 
increases and “trading up” by 
consumers seeking substitute foods 
or higher qualities than formerly 
purchased. 

“Food has come very close to 
holding its own,” he asserted, “in 
comparison with the dollar sales 
of other non-durable goods. In 
1939, food purchases were about 
32% of the non-durable goods 
total. Today they are about 31%.” 

He pointed out that, while spend- 
able income has increased 61% 
since 1939, food prices advanced 
51% up to mid-1946, not counting 
urchases on the black market or 
“subsidies and quality deteriora- 
ion.” 


Stores’ Gains Differ 


Substantial shifts in relative 
ales volumes of grocery stores 


—O ©«K.FE.S. 


Comic Strip Sketch 
sy King Features Syn- 
statuette of 


e 
ble Jiggs, 


Skill at carving, economy 

of mold making, and ingen- 
uity in reproduction add 

up to Multi’s specialized 
ability to ‘do a job" on 
your trade-mark, featured ad 
character, sign or display. 


MULTE PRODUCTS, INC, | 
CHICAGO 8, ILLINOIS 


were given by Mr. Nielsen in the 
following table: 


Type of Stores % Sales Increase 


46 "46 
over over 
*42 *45 
ge eee 61 21 
Corporate Chains 57 31 
Large Independents . .44 18 
Medium Independ’ts .65 16 
Small Independ’ts ...93 15 


He attributed the large wartime 
gains of small stores to shortages 
of automobiles, tires and gasoline; 
lack of time for shopping; higher 
incomes (“prices are generally 
higher in small stores’); small 
stores’ more complete stocks; loss 
of mass display advantage of 
chains; less labor shortage, and 
“proprietor favoritism” of regular 
customers. 

Briefly discussing the trend to- 


tion of such action. 
of market research. 


marketing research techniques. 


A. C. Nielsen’s 6-Point Plan for Success in 
Postwar Marketing of Food 


1. Do not launch new products or prepare a defense against 
new products launched by others without a firm foundation of 
facts available through modern marketing research. 

2. Reappraise competitive brand positions and promotional 
methods in the light of the new postwar conditions. 

3. When sales begin to decline in a depression, do not resort 
to drastic, costly promotional devices or cut costs drastically 
unless market research into trade stocks, consumer sales and 
prices, and competitive stocks, sales and prices shows justifica- 


4. Learn as much as possible about the value of various types 
5. Encourage and support sound efforts to develop improved 


6. In selling products, make sure also of selling the company 
name and the American system of free enterprise. 


ward non-food lines, Mr. Nielsen 
observed that grocery stores have 
added many new lines, such as 
small hardware, drugs, cosmetics, 
toys, magazines, wines and liquors, 
and will continue to add more, al- 
though the war unduly accentu- 
ated the trend. The number of 


stores stocking drug items in- 
creased 8% in the past two years. 
Rural and small town grocers 
stock more of these because cus- 
tomers have less access to other 
types of stores, he said. 

One table by Mr. Nielsen showed 
that mortality among grocery 
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| stores this year is 3.4%, compared 
with 3.1% in 1945, 6.6% in '44, 
| 13.5 3% in °43, 10.1% in ’42, and be- 
tween 6.6 and 9% from 1936 to 
1941 inclusive. In another he 
showed that 45 nationally adver- 
tised foods were “out of stock” in 
6% of grocery stores early in 1942 
but later were not stocked by 13 
to 23% until war ended, after 
which those products wére out of 
stock in 27% of stores in August, 
1945, in 22% of stores in Decem- 
ber, 1945 and April, 1946, and in 
29% of stores last August. 


Most Wartime Habits Stick 


As to changes in food buying 
habits during the war, Mr. Nielsen 
commented that “it is safe to as- 
sume that either all or some por- 
tion of the wartime changes will 
become permanent.” 

Among the changes pointed out: 
Margarine sales in 1942 accounted 
for only a fifth of all sales of 
margarine and butter but ac- 
counted for about two-fifths. of 
such sales in 1945 and 1946; sales 
of ready-to-eat cereals have in- 
creased about 40% since war be- 


O OUR KNOWLEDGE nobody has yet defined the 
ideal poster. And perhaps that is as it should be, for some- 
times definition, intended to lead to sharpness of conception, 


may guide in the opposite direction. 4] In a good poster, it’s 


the idea that counts. It’s the idea that should be translated into art and color. 


When that is accomplished, no interpreter is required. And isn’t it possible 


that a poster may also achieve the highest and most soul-satisfying art and thus 


demand recognition through sheer beauty of design and clarity of message? 4] Are 


we advocating a new type of poster? Yes, indeed, if to make a poster superbly in- 


teresting to more people, make its message more easily remembered by more people 


is to lead into new paths, by all means let us discover them. 4 McCandlish gets 


its creative joy from concentrating on the art of faithful reproduction ... deliver- 


ing in the finished poster all the values the artist put into his finished drawing. 


McCANDLISH LITHOGRAPH CORPORATION 


LITHOGRAPHERS OF POSTERS & ADVERTISING DISPLAYS 
ROBERTS AVENUE & STOKLEY STREET + PHILADELPHIA 
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gan; sales of hot wheat cereals 
are up nearly 50% since 1940 and 
1941. 

Soap substitutes and detergents, 
he said, “have been one of the 
most significant developments” 
since V-J Day and “if adequately 
promoted, these new types may 
well capture some business now 
enjoyed by abrasive cleaners and 
packaged laundry soaps.” 

Coffee consumption, expected to 


drop after the tension of the war 


period ended, has continued at 30 
to 40% above prewar levels, it 
was pointed out. Mr. Nielsen sug- 
gested that “the wartime rationing 
program (done on a per Capita 
basis) created artificially high 
sales of coffee in areas where the 
normal .per capita consumption 
had been low. This may have con- 
tributed to the establishment of 
new sales records since the end 
of the war.” 

Dehydrated and frozen foods, 


Te, 
~~ 


"NUFF SAID! 


Without a sales 


talk he'll help to clear your 


desk. For Bobby Salesman’s specialty is giving 
you a hand. He used to call to “sell” you, 
tricked out in Sunday best. Now he comes to 
help you print anything you’ve planned. Pros- 
pects present no problem—jobs tumble in his 
way. Skilled service for his clients is the pro- 


gram for today. 


FOR CLARITY, COLOR AND CONSISTENT QUALITY 


HAYNES LITHOGRAPH COMPANY, INC. 


1140 East-West Highway 


Silver Spring, Maryland 


VARIETY 


re his 
‘| 


SOMETHING 


DIFFERENT 


Noteworthy programs, built by the talented KCMO staff, grow in 
number and listener appeal as they keep pace with KCMO growth 


toward 50,000 Watts. 


And the best is yet to come, as KCMO programming gets under 
way with bigger and better shows for a receptive Mid-America. 
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John E. Pearson Co. 
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New York last week: 


All stores 
Corporate chains 
Independents 
Large independents 


Medium independents 


Small independents 
(under $10,000 a year) 
New England 


Middle Atlantic 
East-Central 
Metropolitan Chicago 
West-Central 
Southeast 

Southwest 
Pacific 


Ce 
ore eee eee eee ee 


(over $50,000 a yr.).......... 
($10,000 to $50,000 a yr.)..... 


Metropolitan New York. ; 


Gains on the Frozen Food Front 
Substantial gains for frozen foods are evidenced by the fol- 
lowing tabulation of grocery stores having deep freeze units, 
which A. C. Nielsen, head of the marketing research organiza- 
tion, presented to the Grocery Manufacturers Association in 


Grocery Stores Having Deep- 
Freeze Units 
(in per cent of total) 
Oct.-Nov. Apr.-May % 


1944 1946 Increase 
«a Se 20.4 23 
a 2 36.0 23 
saa’ 18.4 23 
<i ae 64.5 0 
as Soe 23.8 25 
awe 5.1 8.9 74 
cas poe 18.3 11 
cas 28 19.6 40 
woe OO 29.6 24 
cc. oe 23.5 15 
a - oe 36.1 34 
cae =e 19.4 24 
pan 5.6 7.4 32 
im 6.7 9.4 40 
aie oe 37.7 22 


keting methods is taking some un- 
necessary risks which ought to 
make his stockholders very ner. 
vous—and probably does.” 


Mest Make Wrong Decision 


The problem of how to react 
to a sudden decline in factory 
sales, Mr. Nielsen indicated, calls 
perhaps more than any other prob- 
lem «for therough knowledge of 
trade, price and related informa- 
tion about a manufacturer’s own 
distribution and that of his com- 
petitors. 

Usually, he pointed out, a man- 
ufacturer without adequate infor- 
mation as to why his sales have 
dropped drastically, will either (1) 
try to improve his position by in- 
creasing his advertising, making 
trade deals, launching one-cent 
sales, offering consumer premiums 
and cutting prices, or (2) simply 
“run for the storm cellar,” slash- 
ing promotional, sales and other 
expenses. 

Mr. Nielsen pointed out that 
either of those courses is not usu- 
ally justified. He explained that 


he continued, will definitely in- 
crease in sales volume. The war, 
he declared, accentuated the trend 
toward purchase of convenience 
food products and “even if her 
income shrinks, the housewife will 
cling tenaciously to a substantial 
portion of the emancipation she 
has gained” by using such foods. 


300 frozen food items, a third of 
them precooked; new prepared 
mixes for cakes, pancakes, etc.; 
custom baked goods; soluble coffee; 
pre-packaged fresh and raw prod- 
ucts; new baby foods (sales of 
infant cereals went up 95% from 
1942 to last spring, and canned 
baby food sales went up 272% in 
the four-year period). 


New Products ‘Gold Rush’ 


Even sales of 12-ounce spiced 
meat, he observed, have con- 
tinued high, despite cartoonists’ 
and humorists’ predictions. Sales 
of these in grocery and country 
stores, he said, totaled 61,000,000 
cans in the year ending Nov. 1, 
1940, and 206,000,000 in the year 
ending last June 1. 

Discussing the importance of 
marketing research, Mr. Nielsen 
emphasized that “invasion of com- 
petitive fields” by manufacturers 
“has taken on some of the aspects 
of a gold rush.” He warned that 
most companies launching new 
products dissipate their assets and 
jeopardize their trade position, 
through failure to gauge competi- 
tive conditions adequately by re- 
search and “failure to appraise 
properly the power of the orig- 
inator’s advantage.” 

To dislodge a “pioneer manu- 
facturer,” he observed, “is usually 
a costly, difficult, long-range risk. 
Our records suggest that, in gen- 
eral, it is better to pioneer a new 
product of improved or different 
characteristics than to imitate a 
successful competitor.” 


Must Appraise Changes 


In the matter of appraising com- 
petitive brand positions and pro- 
motional methods, Mr. Nielsen 
stressed that wartime changes 
must be checked carefully. Six 
“important branded foods,” he dis- 
closed, show the following sales 
changes: ; 


% of Sales 

Pre- Post- % 

war war Change 
Brand “A” ...16.3 27.5 + 69 
Brand “B” ...13.4 32.2 +140 
Brand “C” ... 6.6 31.7 +380 
Brand “D” ...123 68 — 39 
Brand “E” ...42.1 23.9 — 43 
Brand “F” .42.6 16.9 — 60 


None of the changes, he said, 
could be attributed to wartime 
shortages. He added that the man- 
ufacturer who “plots his postwar 
course without some _ reliable 
means of re-appraising, at regu- 
lar intervals, the continual shifts 


in commodities, brands and mar- 
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Ratings vs. Costs 

Radio ratings and “homes 
reached per dollar of cost” are not 
necessarily synonymous, A. C. 
Nielsen pointed out to the Grocery 
Manufacturers Association, by 
showing the following figures on 
“homes per dollar” as determined 
in one Nielsen Radio Index report 
in 1945: 


Rank 

Homes Homes 
Per Avge. Per 

Dollar Aud. Dollar 
Fibber McGee ....606 1 2 
Kraft Music Hall..414 4 15 
Charlie McCarthy..351 5 21 
Date With Judy...501 8 9 
Mr. & Mrs. North. .517 12 5 
Grand Ole Opry...526 15 4 
Lone Ranger ..... 665 25 1 
Sherlock Holmes..557 32 3 


Note that Lone Ranger, although 
2th in average audience, de- 
livered the highest number of 
homes per dollar of expenditure 
whereas, for example, Charlie Mc- 
Carthy, fifth in rank on average 
audience, is 2lst from the top on 
a “homes per dollar” basis. 


data uncovered by research can 
often show such a decline to be 
only temporary, caused by inven- 
tory problems and not calling for 
any marked change in practices by 
the manufacturer. 


Asks Financial Aid 


Manufacturers must also protect 
themselves, he continued, by 
learning as much as possible about 
research techniques, so that any 
research used provides accurate 
basic data, a representative and 
stable sample, ‘non-conditioning” 
of sample, reliability in processing 
data and fair size of sample. 

Manufacturers, he declared, 
should also contribute financially 
to competent research organiza- 
tions to help meet long-range 
problems. His own research firm, 
Mr. Nielsen revealed, has spent 
$3,000,000 in 10 years to develop 
new practices and mechanical and 
electronic devices to improve re- 
search methods. Among devices 
his own developmental division 
staff of 20 technicians are trying 
to perfect are audimeters for FM 
and television. “Unless this effort 
succeeds, you will find it impos- 
sible to check the results of your 
radio and video work a few years 
from now.” 

“My company,” he continued, 
“has sufficient faith in the future 
of marketing research to present 
substantial endowments to two 
great universities for their use in 
encouraging the development of 
improved techniques for market- 
ing research. 


‘One Fee Nearly $600,000 


“We are developing marketing 
research techniques for two great 
industries other than food, and 
have experienced no unusual diffi- 
culty in getting very substantial 
commitments from leading com- 
panies, as an aid in perfecting the 
sound plans which we have pre- 
sented.” 

He disclosed that since 1929 the 
average annual expenditure “per 
Nielsen client has risen from 
$1,300 to $55,000” and the “maxi- 
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mum annual expenditure per cli- 
ent has risen from $8,600 to nearly 
$600,000.” 

As his final point, Mr. Nielsen 
urged that “while selling your 
products, make sure that you also 
sell the American public on your 
company and on the American 
system of free enterprise. 

“There is ample proof that while 
American people esteem the prod- 
ucts of industry, they are generally 
hostile to the companies which 
have contributed so greatly to bet- 
ter living and the creation of com- 
mon wealth... 


Friends Most Needed 


“Business today needs friends 
even more than it needs cus- 
tomers. There is resentment 
against bigness, power and profits. 

“Individual and corporate suc- 
cess receive little applause. Busi- 


’}ness cannot safely proceed on the 


assumption that customers are 


friends. While making customers 
and making friends are two sepa- 
rate jobs, they are definitely re- 
lated.” 

“T hope,” he concluded, “that 
your industry, representing the 
greatest aggregate national adver- 
tising expenditure in America, 
will recognize the unbeatable 
educational power at your com- 
mand, and put it to work.” 


CDNA Issues Booklet 


The Canadian Daily Newspapers 
Association, Toronto, has issued 
a booklet, entitled “From Janitor 
to President,” which points out 
that all kinds of people enter into 
making decisions on the purchase 
of equipment or in placing con- 
tracts for the construction industry. 


WORD Names Branham 

Station WORD, Spartanburg, 
S. C., has appointed the Branham 
Company as national representa- 
tive. 


Eversharp’s Purchase of 


Razor Firm Completed 


A plan for the acquisition by 
Eversharp, Inc., Chicago, of the 
assets and business of the Maga- 
zine Repeating Razor Company, 
New York, has been consummated. 
Under the plan the razor com- 
pany’s stockholders will receive 
one and one-half shares of Ever- 
sharp common stock for each share 
of Magazine Razor common stock 
surrendered for cancellation. Upon 
completion of the exchange, the 
razor company will be liquidated. 


Appoints Chernow 

E. K. Wertheimer & Son, New 
York, creator of Werthley teen- 
age costume jewelry, has ap- 
pointed the Chernow Company of 


that city to handle forthcoming 
consumer and business advertis- 
ing, supported by direct mail 
campaigns. 


3 Dailies Boost Price 


The Cincinnati Enquirer, a morn- 
ing paper, and the Post and Times- 
Star, evening, have increased their 
advertising rates and have boosted 
their per copy price to five cents, 
an increase of one cent. The En- 
quirer’s Sunday price continues at 
10 cents a copy. 


Wilson Joins MacLean 

Ian Wilson, formerly account 
executive of Alford R. Poyntz Ad- 
vertising, Toronto, has joined 
Hugh C. MacLean Publications, 
Toronto, as promotion manager. 


ADVERTISING J. 


TORONTO, MONTREAL, WINNIPEG, 


GIBBONS eet CANADA 
GIBBONS LTD. 


2; 30 BAY STREET. - TORONT 
REGINA, 


MERCHANDISING 


Tasenay, EDMONTON, VANCOUVER 


FOR DETAILED 
REFERENCE DATA 


CONSUME 
MARKETS EDITION 


National Representative : 


THE KATZ AGENCY, Inc. 


Begite dt home! 


Home is the place to sell your prospects ~ 


. . . For almost every product is de- 


signed for use in or around the house 


... In the Nashville area, the heart of 


the market is in its 335 thousand homes 


. . . Families here spend almost 10 mil- 


lion dollars each year just to furnish 


these homes . . . Start your sales cam- 


paign now for a share of this rich 


market ... And the way to reach your 


best prospects is via WSIX—when they 


are at home tuned in to our popular 


and varied programs. 


AMERICAN * 


5,000 WATTS 


SI 


of: Tennessee's 


Capital City 


MUTUAL 
980 K. C. 


x 


i TT 


HAE: 


| Baer 


WSIX gives you all three: Market, Coverage, Economy 
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WCBS.-TV Issues 
First Rate Card; 
a 7 a a 

Air Time’ Free 

New YorK—WCBS-TYV, the Co- 
lumbia network’s black-and-white 
television station here, has issued 
rate card No. 1, announcing that 
for the present no charge is made 
for air time due to impossibility 
at this point of projecting “an in- 
telligent rating of television’s real 
commercial value.” 

Charges for use of facilities and 
services, for either rehearsal or 
actual broadcasts, are fixed at $60 
for up to 15 minutes, $90 for 15 
minutes to half hour, $150 for 30 
minutes to one hour, and $37.50 
for each additional quarter hour. 

Rates for use of facilities for 
sound film are the same as for 
studio use, while the rate for time 
signals and weather reports per 
20-second broadcast on sound film 
supplied by the client is set at $30. 

“As yet CBS has set up no 


single rule governing the length 
of commercials,” George L. Mos- 
kovics, commercial manager of the 
station, announced. “We feel that 
good practice can be established 
only by experience.” 

Clients will be furnished, free 
of charge, with reports by the 
Television Audience Research In- 
stitute on audience reaction to 
programs or commercials, or both, 
Mr. Moskovics said. 

WCBS-TV’s rates are at con- 
siderable variance with those of 
New York’s two other commercial 
video stations. NBC’s WNBT 
charges $650 an hour for air time 
and facilities, including five hours 
of rehearsal time. DuMont’s WABD 
charges $300 an hour, plus $65 an 
hour for rehearsal time. 


Appoints Theriault 

Joe Theriault, formerly with 
Therio Advertising Art & Pro- 
ductions, Los Angeles, has been 
appointed art director of the Los 
Angeles office of Allied Advertis- 
ing Agencies. 


(Advertisement) 


Courtesy, “Tide” 


“He knows the Women’s Groups are the fastest-grow- 
ing in the business—but does he know it’s Macfadden 


Women’s Group that’s back in Ist place again?” 


7 


Gaithom 


a 


vy) Githorm FOR AD-SETTING 
Waitlorn FOR ENGRAVING * 
Veithorn FOR PRINTING 


400 North Rush Street * CHICAGO 11 « ILL. 
Telephone Whitehall 2300 


Corporation 


y, 


Piicmeces 


pole ite i Bt : is 


Names Sneider Agency 


Van Baalen Heilbrun & Co., 
New York manufacturer of State- 
O-Maine robes and raincoats for 
men and boys, has appointed A. M. 
Sneider & Co., there, to handle 
forthcoming advertising in con- 
sumer and business publications, 
supported by direct mail. 


Plans I'M, Video Station 


Crosley Broadcasting Corpora- 
tion, Cincinnati, has plans for the 
immediate construction of a fre- 
quency modulation and television 
transmitter station with a 575 
foot tower on the site owned by 
the corporation at Warner and 
Chickasaw Sts., Cincinnati. 


5 Name Allied Agencies 


Allied Advertising Agencies, Los 
Angeles, has been appointed to 
handle the advertising of Ranco 
Products Corporation, Los An- 
geles and New York novelty man- 
ufacturer, using national maga- 
zines and radio; Mullen Chevrolet 
Company, Los Angeles distributor, 
using spot radio; Daily Made Dog 
Food of Los Angeles, using par- 
ticipations on Stuart Hamblen’s 
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Worsted-tex 
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Tue Hecut Co. Counes A Awnivensany YEAR 


Tue Hecut Co. Goipen 


? CARTOON SERIES—The Hecht Co., Washington department store, in its 

50th year, has begun a series of cartoon ads, leading off with these, to stress 

the brand name products it sells but to keep demand for them to a minimum 
because of short supply. 


ANNIVERSARY YEAR 


Lucky Stars program and outdoor 
posters; E. W. Taylor Company, 
San Francisco, public accountant, 
using radio, newspaper and out- 
door posters; and California Rent ' Yorker. 


Car Company, Los Angeles, con- 
sumer magazine campaign aimed 
at the winter tourist market, using 
Fortune, Holiday and The New 


is the hospital publication preferred by hospital! 


within the United States. That publication 


HOSPITAL MANAGEMENT, which leads all 
other hospital publications in this major classification 
based upon its own calculations of the ABC publish: 
ers’ statements for the six months ending June 30. 


1946. Here’s how the ABC papers stand: 


Publication 
HOSPITAL MANAGEMENT 5,969 
PUBLICATION B 5,426 
PUBLICATION C 5,271 


Total Hospital Circulation in the U. 5 


While these figures do not appear in this form on the 
ABC statements, they are arrived at by applying thi 
first percentage figure in paragraph 10 of the pub 
lishers’ statements, to the total United States circu 
lation shown in paragraph 11. HOSPITAL MA: 
AGEMENT enthusiastically accepts the responst 


bility for the above figures. 


ADDITIONAL EXCLUSIVE ADVERTISING 
VALUES NOT SHOWN ON ABC 


STATEMENTS: 


Maximum visibility for all advertisements be- 
cause of modern and easily-read makeup. 


Readership—75% of superintendents subscrib- 
ing, route the magazine to their department 


heads. 


Editorial vitality and 


hospitals. 


Most complete sales and advertising services to 


advertisers. Write for details. 


power—HOSPITAL 
MANAGEMENT continues to lead discussions 
in the big questions of the day that confront 


For Detailed 
Reference Dota 


‘ee 
THE MARKET 


DATA BOOK 
Business 
Publications 


100 E. OHIO STREET, CHICAGO | 
The Only Hospital Publi- 


@ cation which is a member ABC) 
of both the ABC and ABP , 


Lowest rates per page per thousand circulation 


among hospitals. 
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Schuster Named 
National Ad Chief 
of ‘Chicago Sun’ 


CuiIcaco—Laurence T. Knott, 
new advertising director of the 
Chicago Sun (AA, Nov. 11), an- | 
nounced Tuesday that effective | 
Jan. 1 the Sun will establish its 
own representation in the national 
field, with offices here, in New 
York and Detroit. 

Thus, along with some 85 Sun! 
employes, the Branham Company, | 
which has represented the news- 
paper since 1941, has felt the 
stroke of the economy axe this 
month as Marshall Field, owner | 
and publisher, has taken stens to 
reduce growing expenditures. 

Among the changes was the ap- 
pointment Tuesday of Hiram 
Schuster as national advertising 
manager, succeeding Jack C. Gaf- 
ford, who resigned. Mr. Schuster 
headed the local advertising de-| 
partment of the Sun since the 
paper started publication in 1941, 
and previously served with the | 
Chicago News. Mr. Gafford served 
with ADVERTISING AGE before join- 
ing the Sun when it was er 


Joseph Also Appointed 


Gabe Joseph, assistant manager 
of the Sun’s local advertising staff 
for the past year, has been named 
to succeed Mr. Schuster. 

The sudden shake-up reportedly 
brought dismissals of more than | 
40 editorial employes, including | 
most of the foreign and Washing- | 
ton staff and all police reporters. | 

Causes cited were recent Cir-| 
culation losses, the new higher | 
cost of newsprint, and a great in-| 
crease in the rental of space and | 
facilities charged the Sun by the| 
News under a new three-year con- | 
tract. Mr. Field’s hopes of build-| 
ing a large plant for the news-| 
paper were set back seriously this | 
month when the Civilian Produc- | 
tion Administration denied his re- | 
quest to proceed with the building. 
It held the construction would 
interfere with the veterans’ hous- 
ing program. 


Steel Firm Names Mullen 


Lee Mullen, with Globe Steel 
Tubes Company, Milwaukee, since 
1943,. has been appointed general 
manager of sales. He was for- 
merly with Sharon Steel Com- 
pany, Republic Steel Corporation | 
and Pittsburgh Steel Company. | 


Canada Exporters Elect 


Daniel P. Hatch, vice-president | 
and director of Building Products | 
Lid., Montreal, has been elected | 
president of the Canadian Ex- 
porters Association. 


When you think of mailing-lists— 
think of GUILD 
76 NINTH AVENUE 
NEW YORK 11, N. Y. 
Chicago Office, 7 So. Dearborn St. 
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Evanston FM Station McCann-Erickson 
Goes on Air Jan. 10 


North Shore Broadcasting com- Adds Video Chief 


any, Evanston, Ill., will begin | ; 
operation Jan. 10 of WEAW, an|. NEW York — McCann-Erickson 
FM station. Edward A. Wheeler,| as joined the as-yet-small but 
president of the corporation, said | growing list of advertising agen- 
that programs will be aimed atj|cies putting a fdot in television’s 
Chicago’s north shore area with|door with appointment of Lee 


—_ 


| the station’s 665-watt power. The| Cooley, lately of Ruthrauff & Ryan, 


Saue cheuine lidtaaane fewinar Se as director of television, effective 

initial broadcasts. WEAW pro-| Dec: 1. Sea a 

grams will be broadcast from 3-10| Mr. Cooley, in radio since 1930, 

p.m. daily and 10 a.m.-10 p.m. on| “Will supervise the development 

Sundays. \of television shows for McCann- 

_Erickson’s top clients who are able 

v , |to conduct long-range commercial 

Appoints R. C. Smith /experiments in the new medium,” 
Niagara Sales & Exports Ltd.,| the agency announced. 

Waterloo, Ont, sporting goods = , 

firm, has appointed R. C. Smith & | Lining Up Video Shows 

Son, Toronto, to handle the adver-| production director of Don Lee’s 


tising of a new golf club, known | ; : * 
as the “Par-Breaker.” Newspapers | W6XAO_ in Hollywood prior to 


across Canada as well as trade |J°0iming Ruthrauff & Ryan six and 


publications and direct mail will|@ half years ago, Mr. Cooley for 
be used. the past three years has been 


R&R’s director of 
and television. 

McCann-Erickson made its bow 
in postwar television late last 
month when the agency placed a 
Westinghouse Electric video pro- 
gram with DuMont’s WABD in 
New York. The agency is reported 
hopeful of lining up several tele- 
vision shows for sponsorship by its 
clients by early next year. 


Boston Admen Hear 
Radio Jingles Defended 


A capacity crowd of 340 at the 
Nov. 12 luncheon of the Boston 
Advertising Club heard Jack 
Wilcher, radio director of Badger 


daytime radio 


and Browning & Hersey, New 
York, defend _ radio’s’ much 
maligned “plug uglies’” as an 


effective advertising medium. 
Citing a nationwide survey 
which showed most listeners are 
not averse to 15-second singing 
commercials but are rather amused 
by them, Mr. Wilcher said the 
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heart of such spots is the single, 
oft-repeated slogan line which 
will linger, almost unconsciously, 
in listeners’ ears. 


Schedules Gift Show 


The 24th Gift and Art Show, 
sponsored by the Los Angeles 
Chamber of Commerce, will be 
held Jan. 26-31. 


Sachs Rejoins Mayer 


Max Sachs has returned to 
Howard G. Mayer & Associates, 
Chicago public relations firm, fol- 
lowing a three-month leave of 
absence. 


ST.«3 as SE Fs 
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pie 


ST. JOSEPH NEWS-PRESS 
St. Joseph Ouzette 


limit your 


advertising 
NEW YORK 


OR 


bay this 
magazine's 
a 


OR YEARS national advertisers have taken 

advantage of the terrific power of color 
gravure or monotone advertising in the Sun- 
day Mirror Magazine. 


During these years they were buying full run 
circulation. Beginning January 1, 1947, to 
meet the growing need of many advertisers, 
New York City and Suburban circulation may 
be bought. 


$1.80 
2.10 


$2,300 


‘ 2.30 
FULL RUN +70 
Monotone, ” 
Two Colors, ¢ 
Four Colors 
Full Page 
Back Page 


3,000 
3,300 


iP 


Effective on that date, you can buy in either 


of two ways: 


1. METROPOLITAN CIRCULATION. New York 
City and Suburbs—in excess of 1,200,000. 


2. FULL CIRCULATION. New York City and 
Suburbs, plus distribution beyond fifty miles 


of New York—in excess of 2,150,000. 


This should be good news. It will help to bring 


advertising into accord with limited or unlim- 
ited production and distribution facilities. It 


tion or “group” in the field. 


of reader interest. 


urban—or full run circulation. 


will permit use of color, give power of numeri- 
cal strength, furnish a live, responsive audience, 
in New York or throughout the United States. 
The Sunday Mirror Magazine offers demon- 
strated effectiveness at lower cost. Compare. 
The cost per page per thousand is lower than 
that of any other single competitive publica- 


Choose according to your needs: City and Sub- 


Kither way, you 


will get an advertising medium that delivers to 
you all-family readership and a high intensity 


NEW YORK 


Sunday Mirror 
Magazine 


Circulated with the New York Sunday Mirror, America’s Second Largest Newspaper 
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U. §. “Ad Agency’ 
Afforded Millions 
in Ad Resources 


Future of Media 
Division Still Is 
in Doubt 


WasHIncton—As the future of |©°™ 


the division of media programming 
remained unsettled, Reconversion 
Chief John Steelman learned this 
week that it had enabled the gov- 
ernment to use more than $100,- 
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| Advertising Council and by other|and ‘why’ of various government|month to purchase the time and 


| power 


| 
| 


groups. 
Called Fund Administrator 


“The media programming divi- 
sion is, in effect, the administrator 
of an enormous trust fund—hard to 
gauge—but worth at least $100,- 
000,000 annually,” Mr. Dudley re- 
ported. He cautioned that the 
of advertising must be 
assayed “in terms of ideas and 


| programs.” 

| Through the Advertising Coun- 
| cil, Mr. Dudley reported, the media 
|programming division was _ pro- 
|vided time on 300 commercial 
radio shows weekly with well es- 
|tablished audiences; a monthly 
| page in 1,100 magazines with cir- 
|culations totaling 125,000,000; half 
|/pages in 83 farm _ periodicals; 


“hundreds of thousands of dollars | 


_ talent on these programs,’ he 
said. 


Business, Government Confer 


In addition to its work with the 
council, the division arranged two 
|conferences during the year bring- 


ing business leaders to the White | 


| House to meet prominent govern- 
|ment officials. 
One of the outstanding informa- 


action,” and not solely in terms of | Of Newspaper space,” 3,200 24-sheet| tion jobs, from the government’s 


dollars and cents. 

“Advertising can quickly and 
pletely inform a public and 
obtain its support in non-contro- 
versial programs. As it is used 


| posters and 70,000 car cards val- 
‘ued at $75,000 a month. 

| Through the spot allocation 
process worked out with NAB, 
“the government is given access to 


| standpoint, Mr. Dudley reported, 


|'was the drive to promote sale of 
| peaches if the market prices fell 
below 90% of parity. This was 
_particularly advantageous from 


|by government today, advertising | Virtually every home in the land |the standpoint of the taxpayer. 
is not a ‘propaganda machine’ but | that contains a radio—a facility 


Despite the fact that peach 


|tion of the economy, 
| bonds, 


| for the government to purchas: a 
'single peach. Local informa oy 
| programs—radio and press—vw °re 
‘used. The campaign was tv ice 
‘mentioned in NAB’s bulletin 0; 
| government needs. 

Shortly after organization 0; 
the Famine Emergency Commit ee 
public opinion polls reported t ia: 
96% of the people were aware oj 
the famine problem. ‘More sign {i- 
/cant, the percentage of the public 
‘doing something about it ros 
from 53% on April 3 to 67% on 
| May 1,” Mr. Dudley said. 
| Among other campaigns out- 
lined: Forest fire prevention, pro- 
}motion of world trade, stabiliza- 
housing, 
recruiting nurses, Army 


|simply a powerful instrument for) it could not buy even if it wished. | growers produced the largest crop | prestige and various veterans’ ad. 


vided by business for public serv- | 


ice information work during the 
past year. 

Analysis of the work of the gov- 
ernment’s “advertising agency” 
was provided in the final report of 
Drew Dudley, who resigned Nov. 
4 to become director of informa- 
tion for the International Bank of 
Reconstruction and Development. 

Mr. Steelman was expected to 
meet with a special committee 
from the Advertising Council in 
the near future, to discuss selec- 
tion of a successor to Mr. Dudley, 
and possibly permanent status for 
the government unit which serves 
as the council’s opposite number. 

For several weeks the council 
has explored the possibility of re- 
cruiting individuals well 
in advertising to head the unit 
which sorts government informa- 
tion demands and assigns priori- 
ties on their requests for media 
facilities. According to Mr. Dud- 
ley’s report, about 35 major cam- 
paigns and 21 shorter ones were 
handled during the year beginning 
Oct. 29, 1945, reaching the public 
through facilities provided by the 


A 1948 PORTRAIT 


OF AN APPLIANCE 
MANUFACTURER 
who looks to the SOUTH 

IN 1947 


Look South now and hit the top 
in appliance sales. In the South 
and Southwest women are demand- 
ing the best labor-saving appliances 
to replace their old ‘‘cheap household 
help’’; buying incomes here are at an 
all-time high; thousands of new 
homes are being built. The South is 
THE APPLIANCE MARKET for 
1947, 


ELECTRICAL SOUTH, with 
11,000 copies monthly, reaches the 
important distributors and dealers 
throughout the 17 Southern and 


Southwestern States Be sure your 


schedule includes ELECTRICAL 
SOUTH—your only adequate cover- 
age in this booming market. 


W.R.C SMITH Dublcshing Go 


GRANT BUILDING «+ ATLANTA 3, GA. 


known | 


| 
| 


000,000 of facilities and talent pro- | ¢xPlaining to the public the ‘how’ It would cost about $3,000,000 ajin history, it was not necessary |justment information programs 
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a 


The Fastest Growing, Hardest 
Hitting Business Executive 


Publication 


HE Wall Street Journal carries your 
sales message straight to the heart of 
a powerful and diversified audience of 
decision makers. These important man- 
agement and operating executives de- 
termine the acceptance of your product, 


service or idea. 


You reach them daily through The 
Wall Street Journal in their offices, at the 
points of sale where decisions are made. 


Commerce. 


161,660 subscribers and identified regu. 
lar readers covering every field of business 
and every section of the country. 


Including 88,369 readers in industry and 


aie _. Also 76,454 Presidents, Owners, Vice 
: ; o . Presidents, Partners, General Monagers and 
a Department Heads. 


i 
& 


Endorsed by readers for its accurate 
and timely business news—endorsed by 
advertisers for its impact and penetration 


among key executives—is it any wonder 


that The Wall Street Journal shows an 
advertising lineage gain counter trend in 
its field for the first nine months of 1946 
of 16.4%? And a 178% circulation in- 
crease in the last six years? 


In short, when you advertise to busi- 


ness and industry, your job will be done 


ness daily. 


best only when you use the power and 
influence of America’s on/y national busi- 


Effective Advertising To Business And Industry BEGINS With The Wall Street Journc! 
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‘Perkins Opens Office Greater ‘Economic 
“Bas Sales, Ad Counselor 4 P 
[I> vafton B. Perkins, who recently | Literacy’ Called 


-et red from Lever Brothers Com- 
sary after 22 years’ service, lat- 
‘erly as Vice-president and adver-| 
js ng Manager, has opened offices | 


at 81 Beacon St., Boston, as an| 


Need of the Hour 


(Picture on Page 69) 
CHIcaco — Two approaches 


at f.dvertising and market counselor.|the problem of “economic liter- 
01 Ir. Perkins pioneered in Con-| acy” and a clear rapprochement | 
labor were | 


fi. Mu:ner research work and was one | of 
ff the first to support comics ad- | 


ey tising. 


management and 


onmar Names Ayer here Nov. 14. 


o- The Jonmar Company and its 
j.[gnail order subsidiary, the Post 
lart, New York, have appointed 
1 W. Ayer & Son to handle ad- v 
vertising in newspapers, maga- | economic 
ines and business papers, 
jorted by direct mail. 


voiced at the dinner session of the 
|Central Council, American Asso- 
™ ciation of Advertising Agencies, 


Dean James E. McCarthy of the 
school of commerce, Notre Dame | “*” 
University, told the agency men | P0!n 
that advertising must help develop | five years 
literacy among the gen- | strated that the demand of the 
sup- eral population, and that the start- 

|ing point is the mobilization of all | nigh insatiable, and said that while 


given a specific objective. 

“We must tell the people, and 
make them understand, how we 
‘live, the sources of our wealth, 
‘the part which tools play in our 
'economy, what a dividend is, what 


| 


to | depreciation and reserves are, and 
| what taxes really mean,” he said. | 


'“We must convince the people that 


| harder and more efficiently.” 

| Prof. Arthur R. Upgren of the 
| University of Minnesota, who is 
‘also vice-president of the Minne- 
| seule Federal Reserve Bank, 
ted out that the past four or 
have again demon- 


_American people for goods is well- 


the forces of advertising, with each | 
'nothing to*be happy about, those) 


we can have abundant goods at) 
|reasonable cost only if we work | 


the tremendous public debt is 
who deplore it should remember 
that at the same time the coun- 
try’s citizens added the tidy sum 
of $225 billion to their holdings 
of liquid assets, just about ac- 
counting for the increase in the 


federal debt. 
Labor Gains from Profits 
Prof. Upgren also urged the need 


for greater economic literacy, and | 


cited figures to prove that “labor 
wins when it promotes profits,” 
|because statistics show that for 
| every increase of $1 in business 
| profits, labor’s take goes up from 
| $5 to $7. 

| The country needs a wage-pro- 


oe policy rather than a 


wage-price policy, he emphasized, 


pews affect ng 
the nattom 
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asserting that conflicts between 
labor and management must be 
minimized, and that improved com- 
munication between the segments 
of the economy is vital to this task. 


2 Sign Fulton Lewis Jr. 
Joint sponsorship of Fulton 
Lewis Jr. will be assumed by 
Turco Products, Inc., and Ben Hur 
Products, Inc., both in Los An- 
|geles, on the daily commentary 
|over MBS-Don Lee network, 4- 
14:15 p.m., PT, starting Dec. 16. 
Lewis will report for Turco Mon- 
|day, Wednesday and Friday, and 
|for Ben Hur Tuesday and Thurs- 
day. The program will be handled 
| by Foote, Cone & Belding for Ben 
Hur and Davis & Beaven for 
| Turco. 


| Thorne Promoted 


Sherwin-Williams Company, 
| Cleveland, has promoted G. Gil- 
| bert Thorne to general sales man- 
|ager of special products. Mr. 
| Thorne joined S-W last February 
| Seer 11 years with Montgomery 
| Ward & Co., where he was man- 
| ager of the paint, oil and chemical 
| division. 
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The rates for this department are as follows: “Help Wanted,” “Positions 
Wanted,” “Representatives Wanted,” and “Representatives Available,” | 
50 cents a line, minimum charge $2. Figure bold face heads 25 letters 
and spaces per line; light bodyface 34 per line. Box numbers add two 
lines. Terms cash with order. Forms close Thursday noon, 11 days preced- 
ing publication date. Display advertisements take card rates. 


, HELP WANTED 
FRED J. MASTERSON 
Advertising & Publishing 


HELP WANTED 
PERSONALIZED SERVICE 
MEN’S DEPT. 


Personnel | SALES MGR. Paper Prod.....$12,000 

Placements of all types with leading ADV. MGR. Home appli....... 7,500 
organizations ADV. MGR. ASSTS. Mfers... 5,200 

185 N. Wabash Ave., Chicago | SAL ES PROM. ASST. Mfers... 6,000 

m7 INDUSTRIAL SPACE ~| COPY CHIEF. So. America... OPEN 
salesman. Travel Mid-western ter- | COPYW RITER, Adv. Agcy. 10,000 
ritory. National publication. Good |MGR. AGENCY. Branches... 10,000 
pay and excellent future. Furnish | EDITORS. Books, papers,..to 6,000 
own car. Write giving complete | ART DIRECTOR, Layouts. .to 7,500 
qualifications. | PROD. MGR. Retail exp....... 5,200 
Box 8544, ADVERTISING AGE | PROD. MGR. Adv. Mfgr...... 4,800 
100 E. Ohio St., Chicago 11, Ill. CAMPAIGN MGR. Funds wane OPEN 
DIRECT MAIL SALES MANAGER | aser, ant Din Peed ...$ 4,800 
experienced In repeat specialty forma uermATOm. Variety ..... 6,500 
most every business, with a well es- Trek ‘een owe sitet naiae ae 
tablished line (ive walifications ARTIST. Furniture, rugs.... 4,175 
pores sewers Seore  Setenenwe 1S | LAYOUT-PLAN-IDEA, Studio 5,200 
and past record fully. : +9 
Alliance Rubber Co Alliz ance, Ohio | ay . ER. Fancy Goods ....... 4,680 
~ ~ = 2, at nt Wee, Wotlone ... <<. isis. 4,680 
MANAGER MARKET RESEARC H BU YER. Antiques Pa ge ote 4,500 
Department. One of country’s out-| PUBLICITY DIR. Poultry.... 4,800 
standing Drug companies located | DESIGNER. Jewelry ....... 3,600 


smal] town near 
up brand new 


Chicago is setting 


| THE HONES COMPANY 
department. Unusual/14 B. 


Jackson, CHICAGO, Suite 1515 


opportunity for individual who is | 

now a Market Research Assistant. |W ANTED: Art Salesman to represent 
Salary open. Please write in detail | group of artists with Michigan Ave. 
giving your qualifications and per- | studio for present & future busi- 


sonal data, which will be held in] ness, commission 
strictest confidence. jor 
Box 8591, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Tll. | 


either on salary, 
partnership basis. 

Box 8594, ADVERTISING AGE 
100 E. Ohio St., Chicago 41, IN. 


The Advertising Market Place — - 


| graduate 


~ PUBL 1c ITY ASSISTANT 
AND SECRETARY 


A real opportunity for capable young | 


woman 

of large 
facturer. 
newspaper 


to assist Publicity Manager 
Chicago housewares manu- 
Prefer young woman with 
expe rience or 
to help write 
and women’s interest 
newspapers, national 
magazines. Must know 
and be a good typist. 
giving age, experience 
requirements. 
Box 8598, ADVERTISING 
100 E. Ohio St., 


Are you looking for an opportunity? 
Account executive wanted to work 
on liberal basis. Agency located on 
North Michigan Avenue. 
Box 8597, ADVERTISING AGE 
100 BE. Ohio St., Chicago 11, Ill. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placements anywhere in the 

United States 

GEORGE WILLIAMS—Personnel 

209 S. State St., Har. 2063, 

DEPENDABLE, EXPERIENCED 

DIRECT MAIL COPYWRITER 

WANTED BY MAJOR WEERLY 

MAGAZINE 
Write stating personal history, exp., 
present position, salary expected. 

Box 8599, ADVERTISING AGE 

330 W. 42nd St., New York 18, 


WANTED: Artist—Top Notch 
trator to share space 
artists in Michigan 
Write for appointment. 
Box 8596, ADVERTISING 
100 E. Ohio St., 


articles 
and trade 

shorthand 
Write fully 
and salary 


AGE 
Chicago 11, Ill. 


Ave. studio. 


AGE 
Chicago 11, Il. 


- 


The sixth in a series of frank talks about the aluminum industry and Alcoa 


used metal, had more than 200 times the 


tonnage of aluminum in the American 


market. 


Youth Accepts 


Tomorrows 


Challenge 


or copper. 


Copper scored six times the ton- 
nage of aluminum. Even today, aluminum 


has not reached the tonnage of iron, steel, 


So you won’t find Aluminum Company of 


America on the copyrighted, yearly “‘big- 


gest company” list compiled by the enter- 


prising financial writers of the United 


Press. At least 117 domestic business enter- 


The aluminum industry is growing up, and 
rapidly. But compared to such long-es- 
tablished competitors as iron, steel, copper, 
wood and other materials, aluminum is 
young. These competitive materials have 
been winning markets for centuries. So, it 
is only by constant improvement through 
ceaseless research, and by reduction in 
price, that aluminum has grown to its 
present size. 

writes an 


Aluminum still has a long way to go, and 


new worlds to conquer. 


Take 1940, for instance——just before we got 


into the war. Aluminum then (as a com- 


mercially practicable metal) was only 52 
ars old. In 1940, 


iron, the most widely 


ALCOA 


ALUMINUM COMPANY OF AMERICA 
1882 GULF BUILDING - PITTSBURGH 19, 


prises are larger, measured by total assets. 


Still others are larger, measured by sales. 


But because of Alcoa research and Alcoa’s 
suecess in making aluminum lower in | 222 
price, there are now more than 3,500. 
different applications for aluminum, and 


the list keeps expanding. 


Thus, aluminum is competing actively as it 
exciting chapter in American | 


marketing today. 


The highlights from the news story of | 
aluminum are being brought to you through | 
the medium of this series of advertisements. 
Watch for the rest of the series in this 


publication. 


PENNA. 


journalism | 
news stories |; 
for | 


Chicago | 


m act 
Illus- | 
with group of | 
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HELP WANTED 
REPRESENTATIVES WANTED 
Well established manufacturer sell- 
ing to leading national advertisers 
wants high class salesmen in Metro- 


|}politan areas familiar with point-of- 


purchase advertising and graphic 
irts processes to contact printers 
and advertisers. Exclusive territory 


—repeat business—home office co- 
operation and advertising. 

Box 8606, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
CIRCULATION MANAGER, full 
charge circulation, building and ad- 


vertising promotion new monthly 


vitally needed in aviation and ma- 
rine field. First issue 25,000 on press, 
Good salary to start; wonderful 
ground floor opportunity for man 
who can plan, handle detail and 
produce resuits. Give detail past 
experience, etc. 
Box 8595, ADVERTISING AGE 

330 W. 42nd St., New York te Ae a 


} _ ~ POSITIONS w ANTED e 

FREE LANCE ARTWORK 

|modern layout, lettering, designing 

Overnight service. 
ADVERTISING AGE 

| Ohio St., Chicago 11, Ill. 

ADVERTISING PRODUCTION 

| Agency experienced. Available now. 

| 

| 

| 


Box 8586, 
100 EK. 


Box 8600, ADVERTISING AGE 
100 E. Ohio St., C hic ago 11, Ill. 
SPACE SAL ESMAN AVAILABL E 
Nine years experience in publishing 
field—both national and _ business 
paper. College graduate, 36. Wide 
acquaintance among all types media, 


lagencies and advertisers. Good per- 
sonality, fine appearance. May be 
just the man you're seeking 


Box 8601, ADVERTISING AGE 
100 E. Ohio St., ¢ ‘hicago a4, 111. 


I DON’T WANT A JOB! 

|I want a position as assistant to a 
| busy account man in reliable C hicago 
agency. 5 years’ mail order experi- 
}ence in copy, layout and art with 2 
biggest houses. 
} Box 8602, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
FREE LANCE ART, COPY 
| offers big-league service on 
cooperative, mail order and direct 
advertising, sales promotion, public- 
ity, publications, institutional books. 
| Nominal fee. 

Box 8603, 


TEAM 
media, 


ADVERTISING AGE 

330 W. 42nd St., New York 18, N. Y. 
Veteran desires advertising sales 
position with reputable publication. 
Agency experience, sound aviation 


background. 

Box 8604, ADVERTISING 
330 W. 42nd St., New York 18, 

SPACE BUYER 

12 years experience with 4A agency. 
Age 38, single, will travel. 

Box 8605, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


_ REPR ESENTATIVES WANTED 
REPRESENTATIVE WANTED 
by merchandising trade paper New 
York, New England, and Philadel- 

phia territories. 
Box 8593, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


AGE 
N. ¥. 


MISC EL LANEOUS 


AGRICULTURAL ART — 
Photogr aphy, & Illustration. A 


dec- 


JOB PRINTING PLANT WANTED 

Must be completely equipped. Any 

size town from 3000 up to. 15,000 

population, Send full details of build- 

ing equipment and price wanted. 
CHARLES KROWN 

North Bank Drive, 


Layout, | 


Chicago 54) 


WANTED 
PUBLIC RELATIONS 
DIRECTOR 


Chicago trade association de- 
| sires man about 35 years old to 
| direct public relations activities. 
_| Must have promotion and news- 

paper experience. Capable of 
writing and developing news 
stories and ability to initiate 
and direct programs. 


Give experience, income de- 
sired and references. All re- 
plies will be kept confidential. 


Box 6611, Advertising Age 
100 E. Ohio St. 
Chicago 11, Ill. 


| 
| 
| 
| 
| 
| 
| 


ADVERTISING EXECUTIVE 


Age 34, Anglo Saxon, desires challenging, 
responsible position with manufacturer or 
agency. Complete charge all publicity 
activities of large manufacturer for past 
five years. Experienced both in industrial 
and consumer a Able writer, super- 
visor, and contac 
Box 6613, ADVERTISING AGE 

100 E. Ohio Street, Chicago I!, Illinois 


SALES 
EXECUTIVE 
WANTED 


The Job: 


Full responsibility for all phases of 
one of our major clients’ sales actiyj- 
ties in order that this company’s out- 
standing growth to date will not only 
continue but accelerate. 


The Man: 


Of truly executive caliber and sub- 
stantial accomplishment; preferably 
now employed in similar capacity ; in 
his thirties or early forties, of good 
education and pleasing personality; 
dynamic and aggressive; able to get 
along with people, develop creative 
ideas, win the loyalty of his staff, and 
whip up enthusiasm for the job to be 
done. 


The Opportunity: 

The right man in this job will be ina 
position to advance himself into the 
company’s top management bracket. 
This presupposes a proved capacity 
not only as.a sales executive, but as an 
able administrator with managerial 
ability. 


The Company: 
One of the largest and oldest in the 
beverage field, with an annual volume 


well over $30,000,000. 


The Location: 

In the metropolitan area of Greater 
New York. The successful candidate 
for this position need not necessarily 
have achieved his present success in 
this area (though it would be helpful 
but he must be prepared to make his 


_ home and work here. Familiarity with 


| 
| 
| 


} 


ade of service to a fastidious clien- 
| tele John Andrews, Service Life 
| Blde., Omaha, Nebr. 

Krom-a-Tone Post Cards 
Newest, most economical way to 
display any-product. 
Samples on Request. 
Graphie Arts Photo Service 
Box 365-A, Hamilton, Ohio 
LIVE YOUNG CHICAGO AGENCY 
| With complete production facilities 
| wants to combine with similar org. | 

or individual. Confidential. 
Box 8557, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
SMALL TOWN NEWSPAPER AND 


trade conditions in the New York area 
is a requisite. 


Salary: 
Commensurate with the responsibility 
and ability. 


The client for whom we seek the ap- 
plicant with the necessary qualifica- 
tions will be disclosed to those who 
in our opinion may meet the qualifi- 
cations outlined above. 

Please write in detail —do not tele- 
phone. We shall upon request keep an) 
communications with us confidential. 


Young & Rubicam, Inc. 
DEPT. A. A. 
285 MADISON AVE., N.Y. 17, N.Y 


PUBLICATION FOR SALE 


The principal owner of a small pro- 
fessional magazine wishes to retire 
on account of age and will dispose 
of the publication. 


This magazine has been established 
30 years and has a national distribu- 
tion, returning its owners $25,000 an- 
nually, and is capable of considerab ¢ 
expansion. It is a leader in its fiel/. 
Professional editor required. 


Box 6612, Advertising Age 
- 100 E. Ohio St., Chicago 11, Ill. 


SPACE SALESMAN 


wanted 


— young, experienced newspaper spa‘ 
salesman, interested in joining old esta! 
lished firm of newspaper representatives 
New York office. A real opportunity f 
the right man to represent strong list 
newspapers, contacting national adve 
tisers and agencies. Give complete bac 
ground. Information will be treated cc 
fidentially. 


Box 6610, Advertising Age 
330 W. 42nd St., New York 18, N. Y 


Advertis 
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. GIVE A 
fm POLAROID 


DAY-DRIVING 


ERY curistm 
PY DRIVING 


SALES AlDS—Christmas sales aids for the Polaroid day-driving visor include a 

sleeve gift wrapper for the visor box (left) and a colorful window streamer 

(right). These point-of-sale dealer aids tie in with ads scheduled during the 

Christmas gift-buying season in Esquire, Ladies’ Home Journal, and The Satur- 

day Evening Post. Batten, Barton, Durstine & Osborn, Inc., New York, handles 
the account for Polaroid Corp., Cambridge, Mass. 


Food Fair on Air 


Two network radio shows will 
originate from the St. Louis Food 
Fair ,during the week beginning 
Dec. 1. The General Electric 
“House Party” on CBS will do 


| five daily broadcasts from the fair 


starting Monday, Dec. 2. The 
“People Are Funny” program for 
Raleigh cigarets on NBC will orig- 
inate from the fair Friday, Dec. 6. 


Prints Minnesota Book 


The Minnesota Resources Com- 
mission, St. Paul, is publishing a 
575-page book bound in a four- 
color cover, entitled “Guide Book 
to Minnesota Industry,” which 
contains information about Min- 
nesota’s economy. 


KOWL to Bass-Luckoff 


Bass-Luckoff, Hollywood, has 
been appointed to handle the ad- 
vertising of Station KOWL, now 
being erected in Santa Monica, 
Cal. Newspapers, direct mail, out- 
|door posters and trade publica- 
‘tions will be used. 


Kintner Named 
No. 3 Man at ABC 


| New YorK—Robert E. Kintner, 
| prewar Washington columnist, has 
/become the American Broadcast- 
|ing Company’s third in command 
|}as a result of his election as ex- 
ecutive vice-president, a newly 
created post. 

The ABC board at the same time 
created a new vice-presidency for 
Joseph A. McDonald, the net- 
work’s general counsel and secre- 
tary. 

Mr. Kintner joined ABC in Sep- 
tember, 1944, and lately has been 
vice-president in charge of news, 


53 


| publicity and special events. 

The promotion puts Mr. Kintner 
directly under Edward J. Noble, 
board chairman, and Mark Woods, 
president, in the ABC organiza- 
tion. 


WBBQ Names McGillvra 


WBBQ, a new station in Au- 
|gusta, Ga., which has affiliated 
| with the Mutual network, has ap- 
pointed Joseph Hershey McGillvra, 
Inc., as its national representative. 


‘To Cockfield, Brown 


| Canada Life Assurance Com- 
pany, Toronto, has appointed 
Cockfield, Brown & Co., Toronto, 
‘to direct its advertising. 


All Weather, Complete Service 


Delivery and pickup of rush ship- 
ments anywhere 
in Chicago any 
time. Incoming 
trains and planes 
met, with direct 
delivery to your 
office. 


PHONE DEL. 1234, 412 N. Wells St., Chicago 


BONDED SPECIAL 


DELIVERY SERVICE 


Messengers @ Cycles @ Cars @ Trucks 


Polaroid Promotes 
Day-Driving Visor 
as Christmas Gift 


CAMBRIDGE, Mass. — For the, 
Christmas gift “that’s really differ | 


smaok ” 


. 23. 1946, 


'...to build a bigger audience 
for ABC advertisers 


ent,’ Polaroid Corporation will) 
suggest this year in national maga- 
zine copy and insertions in roto 
sections of Sunday newspapers a 
Polaroid Day - Driving Visor, to 
etail (gift-wrapped for the occa- 
sion) at $4.95. 

Preparatory to launching the 
onsumer drive, scheduled to break 
with a quarter-page ad in the Nov. 
30 Saturday Evening Post, Pola- 
‘vid has been bombarding jobbers, 
auto dealers and auto accessory 
ilealers throughout the country, in 
October and November issues of | 
Automotive Digest, Gasoline Re- 
tailer, (national edition), Hard- 
ware Age, Jobber Topics, Motor 
and Super Service Station, with 
advice on how to “play Santa | 
Claus to yourself this year!” and | 
“get a bigger chunk of the Christ- 
mas gift business” by stocking the 
visors early. 

The Post insertion is being | 
oacked up by half-page copy in 
December issues of Esquire, Ladies’ 
Home Journal and the Post, and 
the January issue of Esquire, sup- 
ported by 150-line, one-column | 
ads in roto sections of Sunday 
newspapers in such cities as Chi- | 
ago, Detroit, Milwaukee and | 
Cleveland. Directed principally to 
women readers, the ads present | 
the visor as a novel and attractive | 
Christmas gift for men, useful the 


Bing Crosby 


year ’round. Breaktast Club 
Direct mailing pieces, including Mondays through Fridays 
i-weekly “Pay Dirt’? reminders, | ii: 


are being sent to more than 50,000 | 
auto dealers and auto accessory | 
lealers throughout the country. | 
Christmas sales aids for the visor | 
nclude a sleeve gift wrapper for | 
the visor box and colorful window | 
treamers., 

Batten, Barton, Durstine & Os- | 
orn, New York, handles the ac- | 
ount, 


at 
‘Leo Durocher 
Sunday Afternoons 


= | HERE are as many reasons as 

hours in the week why millions 
of families keep tuned to their 
American Broadcasting Company 
stations for news and entertainment. 
On this page are a few of ABC’s 
| outstanding radio personalities. 
There are many more, of course— 
Elmer Davis, Ted Malone, Bauk- 
hage,fornewsand commentary; Lum 
’n’ Abner and the hilarious newWillie 
Piper show for laughs; and famous 
fictitious characters like Counterspy, 
The Lone Ranger, Sherlock Holmes 
and The Sheriff to add the zest of 


New Bing Crosby Show 
Wednesday Evenings 


To enjoy all these great radio stars... 


Listen to 


AMERICAN BROADCASTING COMPANY 


Kenny Boker Arlene Francis 
Gliemour Manor 


Mondays through Fridays 


Wednesday Evenings 


Sammy Kaye 
Sundey Serenade 
Sunday Afternoons 


Happy Felton 
Pot O' Gold 
Wednesday Evenings 


Walter Winchell 
Sunday Evenings 


Henry Morgan 
Wednesday Evenings 


local ABC station. 


of Marketing 


The Newspaper 
100 E. Ohio St., Chicago 11, Ill. 


ABC 


ve Raia 


Aftairs of Ann Scotiand Breakfast in Hollywood 
Mondays through Fridays 


George V. Denny, Jr. 
America's Town Meeting 


exciting mystery to your radio fagfre 

Whether you’re in the moo A for 
comedy or drama, news or mystery, 
quiz shows or music, alway 
ABC first. Consult your news 
for schedule and broadcast 


many families from coast to 
leave their radio dials set on 


A NETWORK OF 


Lily Pons (above), Helen Troubel, 
Louritz Melchior and many more great 
artists are on the air Saturday after- 
noons (Nov. 16—Mar. 15) when The 
Metropolitan Opera is broadcast ex- 
clusively over ABC. 


= 


| Deal in Crime 
Saturday Evenings 


Tom Breneman 


Paul Whiteman 
Paul Whiteman Show 


Thursday Evenings Sunday Evenings 


Lovella Parsons 
Sunday Evenings 


—at economical rates that 


228 RADIO STATIONS SER 


Helen Hayes (above), Lynn Fon- 
tanne, Alfred Lunt and dozens of other 
great players who have helped the 
Theatre Guild make history on the 
stage, appear on ABC's Theatre Guild 
on the Air, Sunday evenings. 


Serge Koussevitrky 
Boston Symphony 
Tuesday Evenings 


Lewls J. Valentine 
Gangbusters 
Saturday Evenings 


Many smart advertisers are on ABC 
Eversharp-Schick, Philco, Swift & Co , Carter 
Products, Derby Foods, Richard Hudnurt 
and the Hastings Manufacturing Co all 
recently bought new or additional nme on 
ABC. U.S Steel, General Mills, Westing 

house, Kellogg, P & G and many more have 
renewed their contracts for another year 

Why? ABC reaches 22,000,000 radio families 


low cost per thousand listeners. More impor 
tant, ABC se//s If you have a product to 
sell nationally, follow America’s smart adver- 
tusers and nail down a franchise now on ABC 
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Adver 


IT’S IN DECEMBER HOLIDAY! (fe 


FLORID\- 


Holiday magazine brings you a striking portrayal of Florida’s 


hold oj 

shut to 
But 

you an 


Gold Coast, fabulous land of the Big Sunshine. Top feature 


in the December issue is a portfolio of 46 pages—twelve 


fast-reading articles on the East Coast with spectacular photo- 


graphs and drawings that cover every facet of this gilded 


winter playground. 
Theodore Pratt writes a sweeping and dissective sum- 
mary, ‘‘Florida—Gorgeous Hussy*”’. You'll enjoy features on 


i 


Palm Beach, “decadent dowager’’... Miami, where green- HK. 
backs and eyelashes flutter... picturesque St. Augustine .. | 
Hialeah racetrack, ‘“‘the world’s most beautiful vacuum 


i Warm 


cleaner’”’...deep sea fishing...12 masterful paintings of 


whose 1 
Florida fish, in color...sports and celebrities... climate g bay 
: : “Some 
notes ... Florida cartograph ... and the bare-skinned beauty bate aol 
nm our 
promotion of cheesecake publicity photos. he citia 
“Just 
This is a complete picture. Holiday reveals to you the dark — 
iled on 
P F ‘ ack. 
corners of a racketeers’ paradise, along with the superb at- “And 
educatio 
tractions which bring millions to the Gold Coast every 
winter. 
Yet it’s only the kickoff in a big issue packed with more You 
e than 40 articles and features. Take a good look at the lively, There 
ee : ; iia fal to-date 
— 4 beautiful new December Holiday! L “s " — | Bithe rece 
a Fogarty 
* Hussy—a pert girl room”’ — 
contract 
are pr 
that’s | 
himself, 


More advertisers coming into \\oliday} 


Advertisers are taking more and more space in Holiday— 
264 columns sold in the December issue. 

They’re buying this space because Holiday advertising 
has demonstrated resu/ts. It goes into more than 400,000 
homes of active, able-to-buy people . . . the top spending fam- 


ilies of the country. The Holiday mood is a Spending mood! 


HOLIDAY, INDEPENDENCE SQUARE, PHILADELPHIA 5, PENNSYLVANIA 
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ies 


he Creative Wan? Corner 


Hardly had we got last week’s column 
out of the typewriter than The Saturday 
Evening Post (Nov. 9) arrived on our 
desk with today’s exhibits to underline 
again our remarks about difficult adver- 
tising subjects. 

The advertisements reproduced here 
are worth careful attention. Both occupy 
full Post pages. Both appear in two 
colors. Both represent fine companies. 
And both have the same objective—to 
hold open doors that might otherwise be 
shut to insurance salesmen. 

But one of these advertisements stops 
you and holds you and leaves you with 


Just like in the movies.... remember ? 


we eee ay pe ne The Travelers 


1 warm, friendly feeling for the people 
vhose message it brings. The other is 
nly another advertisement. 

Says the Travelers: 

“Something which impressed all of us, 
pack when we were packing slingshots 
m our hips, was the big-heartedness of 
he citizenry in Western films. 

“Just let Snake Lent rustle one heifer 
rom Widow Quinn, and the whole town 
viled on their cayuses to get that critter 
ack, 

“And though no one would claim much 
educational value for these old thrillers, 


You Ought to Know . 


There’s just about everything an up- 
to-date agency could need or want in 
the recently enlarged offices of Cecil C. 
Fogarty Company except the “contract 
room’ — where the carefully notarized 
contracts with clients 
are preserved —and 
that’s because C. C. 
himself, now busily en- 
gaged in his 4lst year 
in Chicago’s advertis- 
ing agency field, wants 
no part of it. 

Mr. Fogarty, it 
eems, doesn’t believe 
that the contract yet 
exists which can’t be 
db oken. And in all his 
4. years in advertising, 
nither he nor his agency has worked 

ler a formal contract with a client. 
results aren’t successful, then no con- 
ct in the world is worth the paper it’s 
itten on,” he says. “The bond of sat- 
ictory service by an agency to a client 
the strongest possible contract in ad- 
tising.” 

The Fogarty agency, incidentally, can 

» chapter and verse on a number of 

nts it has served for a decade or more 

ause its chief partner considers the 
ults much more important than the 

% 

Mr. Fogarty, a native of Port Hope, 

t., who journeyed to the United States 

1892, decided to stay and became a 
turalized citizen in 1910, worked with 
te old Union National Bank in Chicago 

d in 1896 invaded the grain commis- 


C. C. Fogarty 


they nevertheless made one point per- 
fectly clear: they showed how charac- 
teristic it was of decent, normal folk to 
want to spring instantly to the aid of 
people in distress. 

“Now, you'll find this same desire to 
lend a hand in The Travelers. 

“Though we lack the romantic trap- 
pings of chaps and six guns, you'll find 
The Travelers a courteous, human insur- 
ance company ready to help its friends. 

“Our policyholders tell us that we have 
succeeded pretty well in living up to our 
ambition to respond quickly, wholeheart- 
edly, when misfortunes came their way. 

“And the fact that we have a good 
many millions of friends indicates that 
an honest desire to help in times of 
trouble is a sound foundation for a busi- 
ness. 

“We'd like a chance to show you what 
Travelers service is. It can be arranged 
now, for those inevitable times of need— 
through any Travelers agent or your own 
insurance broker.” 

Now, compare Northwestern’s words: 

“A number of factors must be con- 
sidered, depending wholly on your in- 
dividual situa- 
tion. You can 
quickly and in- 
telligently de- 
termine the an- 
swer through the 
Planned Incomes 
Service of your 
Northwest- 
ern Mutual Life 
Underwriter. 

“There’s a sig- 
nificant differ- aoe ae: z 
ence between life «4 .n.c%. 
insurance com- 
panies. Ask a Northwestern Mutual agent 
what that difference means to you. Ask 
a policy-owner why no other company 
excels Northwestern Mutual in that hap- 
piest of all business relationships—old 
customers coming back for more.” 

Both of these advertisements cost the 
same amount of money to put in the 
Post. But how very much more one 
bought in reading and the appreciation 
of a company and its service! 


- » Cecil C. Fogarty 


sion business. For 10 years he operated 
as a grain trader, and the late E. T. 
Gundlach rightly thought this business 
training would be useful in determining 
media value, judging ad results, etc. So 
Mr. Fogarty joined the Gundlach Adver- 
tising Company in 1906 as space buyer, 
becoming a vice-president of the agency 
in 1915. 

The biographers also relate that C. C. 
became a vice-president of Matteson, 
Fogarty, Jordan Company in 1919; as- 
sumed a similar post with Fogarty, Jor- 
dan, Phelps in 1942, and a partner in 
Fogarty Phelps Company late in 1943. 
The agency name was changed to its 
present one on Jan. 1, 1945. In those 
years is packed plenty of advertising ac- 
tivity as C. C. kept on serving old clients, 
adding new ones and, of course, dropping 
some along the way, too. 

One of those still in the Fogarty fold, 
Babson Bros. Company, Chicago, acquired 
the mail order rights to the Thomas A. 
Edison phonograph back in 1903. The 
new-fangled instrument was popularized 
by the agency slogan, quoting the in- 
ventor, “I want to see a phonograph in 
every American home.” And Mr. Edison’s 
wish almost came true as Babson and 
the Gundlach agency employed the mail 
order technique to introduce the phono- 


graph to America’s rural communities 
with a money-back guarantee. The ac- 
count was just as successful later in 


general consumer sales, but succumbed 
with the gradual deterioration of the 
whole field as radio spurted forward. 

C. C. also was helpful in starting the 


ERE 


_ BUSINESS CHART OF THE WEEK . . . THE PAY-OFF . . 


. . OTHER FEATURES . . . 


Burlington Watch Company, Chicago, 
which adopted the instalment method of 
selling and, about 1908, used mail order 
advertising to spur credit sales. The 
agency also helped organize another Chi- 
cago firm, Blake Harness Company, 
which promoted a no-buckle harness. 

Back in 1922, when radio was in its 
crystal-set stage, Mr. Fogarty helped 
launch the Marshall Radio Products Com- 
pany. Thirty-seven per cent of the ad- 
vertiser’s dollar wasn’t going into radio 
programs then, and the stations were 
few and far between. Marshall Radio— 
by mail order—offered an exciting set 
complete with wet battery, fragile tubes, 
etc., and a chart counseling the buyer 
on not only the best—but the only—way 
to connect the thing to run. Carelessness 
would blow a tube, and back came the 
set. 

Marshall Radio lasted three years, then 
shut down, It was just about six years 
ahead of the times. Radio sets became a 
package proposition, ready to plug into 
the nearest electrical outlet. 

His agency, too, pioneered one of the 
first national audience surveys by tele- 
phone. The same technique used today 
was tried in the early ’20s to measure 
the listening audience of the “Old 
Maestro,” the late Ben Bernie. 

“We induced Ben Bernie to act as 
his own master of ceremonies, orchestra 
conductor and announcer,” said Mr. 
Fogarty. “Overnight he became a house- 
hold favorite, one of radio’s first big 
names. One night we tried him with that 
warm, well known line of patter: ‘Yow- 
sah, yow-sah—the mostest of the best- 
est. . ... It scored an immediate hit, as 
familiar then as today’s ‘That’s a joke, 
son.’ ” 

Mr. Fogarty helped start Blue Ribbon 
malt (it was White Banner malt extract 
then) on its famous way when, back in 
1926, a $500 campaign in the St. Louis 
area set a successful marketing pattern, 
later followed by other men in additional 
districts. Blue Ribbon eventually ex- 
panded to a national basis and became 
the biggest seller in the U. S. For Pabst, 
it’s still a pretty well known name now. 

Other Fogarty agency oldtimers still 
on the agency list include Brooks Appli- 
ance Company, Marshall, Mich. (served 
since about 1930), world’s largest direct- 
to-consumer manufacturer of rupture ap- 
pliances; the Institute of Applied Science, 
Chicago, mail order fingerprint and crime 
detection school it has served for 35 
years; and Pfanstiehl Chemical Company, 
Waukegan, IIl., which in 1922-24 manu- 
factured radio sets for Marshall Radio 
as an Armstrong licensee, and whose 


metallurgical division is now using full- 
color Saturday Evening Post pages to 
merchandise a $1.50 phonograph needle 
tipped with osmium, one of the heaviest 
and rarest of metals. Babson Bros., which 
marketed the old Edison phonograph, is 
still a Fogarty client, for its Surge milk- 
ing machines. 

Other products and services Fogarty 
helped merchandise in the early ’20s, 
often with the tried-and-true coupon that 
provokes quick consumer action, included 
the Perfect Voice Institute, Chicago; Sem- 
pray, Jo-ve-nay Company, Grand Rapids; 
the Thor electric washing machine and 
ironer; Victor adding machine; Luzianne 
coffee (Wm. B. Reily & Co., New Or- 
leans); and Globe Soap Company, Cin- 
cinnati, for its Export borax soap, Oval 
Pearl soap, White Grandma’s naptha 
soap and Grandma’s borax powdered 
soap. 

Mr. Fogarty, who will be 70 next April, 
is a one-time director of the Four A’s 
and a charter member of Chicago’s famed 
Red Roosters Club, which disbanded dur- 
ing World War I but set some kind of 
record with stunts that rivaled any fra- 
ternity affair. The old gang included 
such well known admen as Charlie Stod- 
dard, Guy Osborn, Billy Mann, Fred 
Mann, Jesse Matteson, one of Mr. Fog- 
arty’s partners, and Jim Shaughnessy. 

The Fogarty agency, which moved in as 
the first tenant of the Bell building in 
1923, an uncomfortable interval before 
the elevators were running, recently held 
a combined reception and housewarming 
to mark its expanded offices and Mr. 
Fogarty’s 40th year in the agency busi- 
ness. Partners with him now are his 
son, John G. (Jack) Fogarty, and Robert 
Potter. Jack Fogarty, who graduated from 
Dartmouth in 1934, has been actively as- 
sociated with his dad’s agency since his 
return from service late in 1945. 

Mr. Fogarty, looking over his 40 years 
in agency work, offers this bit of advice 
for the 1946 adman: 

“Too much advertising today is ‘as- 
sumption’ advertising rather than ‘con- 
sumption’ advertising. Too often the ad- 
vertising man commits the error of 
assuming that consumers know all about 
his product. But if he thinks in terms 
of actual consumption, he cannot escape 
telling the complete sales story in each 
ad. 

“Forty years in advertising have taught 
me that dividends on advertising invest- 
ments are paid in direct proportion to 
the study, thought and care given to 
problems of marketing the advertising, 
goods or services.” 


lhe Pay - OA f NEWS AND VIEWS OF MAIL ORDER ADVERTISING 


EFFECTIVE OPENING PARAGRAPHS FOR FOLLOW-UP LETTERS 


Once the: prospect gets on your mailing 
list, then the real selling job must be 
done. 

There are two distinct types of follow- 
ups: 

1. The Continuous Follow-up which 
consists of letters used to keep in touch 
with customers and prospects, announc- 
ing arrivals of new merchandise, special 
offerings, etc. 

2. The Campaign Follow-up which 
usually is a rapid-fire, hard-hitting series 
of letters, each presenting a different sales 
argument. These letters usually continue 
until they cease to become profitable. 

In many cases, the opening paragraphs 
are so worded that they have a definite 
continuity. Here are eight ideas for 
opening paragraphs that have pulled ex- 
ceptional results. 


You must have a good reason—fol! 

not having enrolled—for not having 

made your start toward a successful 

career in Radio. 

I’m writing you this hurry-up letter 
2 from New York as a last minute re- 

minder that your copy and instruc- 

tions for our next issue have not been 

received. 

Have you overlooked this important 


matter? 


This letter is so important—so urgent 
—that we hope you will let us have 
your reply by return mail. 

4 This is the show-down! 

I’m tossing all my remaining chips in 
the pot and laying my cards on the 
table. 

5 What have you decided to do about 
your advertisement in our December 
issue? 

Shall we repeat your last advertise- 


ment, or are you planning to send 
new copy? 
Won’t you please let us know im- 
mediately? 

6 For some unknown reason, you still 
hesitate! 
If I could sit down with you for a 
friendly chat, I know that I could tell 
you about the successes of so many 


of our classified advertisers that they 

would sound like the Arabian nights. 
7 Are you skeptical? 

Do you want more proof? 

Or, have you just overlooked sending 


9 


your order for 
Frankly, I’m puzzled! 
After writing you Four letters about 


the marvelous pulling power of ; 
showing you copies of actual letters 
from advertisers giving their results 
—you still hesitate. 
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56 
Schedule Builders Show 


The second annual Construction 
Industries Exposition and Home 
Show will be held in Los An- 
geles, June 12-22, 1947. Fred J. 
Tabery has been reappointed man- 
aging director and D. D. Durr, 
assistant managing director. Her- 
bert M. Baus, public relations 
counsel, has been appointed to 
direct publicity and promotion for 
the event. 


Prices of Book, | 
Bond Paper Jump © 


$20 to $35 a Ton | 


| 
CuiIcaco — Paper mills have) 


book paper 10% or more in the! 
past week. | 
Publishers here who have been | 


ays uv en ae 


oo Weems rary og 
" 


among public officials 


any business paper 


a 


Largest circulation of 


_ @ 50,711 copies @ 
every other Thursday 


Hic Works NEWS - 


185 MADISON AVENUE, NEW YORK 16 — 


2 No. Michigan Avenue 


 Ghieege 13 


520 W. 7th Street 
Les Angeles 14 


| 


paying $9.95 a hundred pounds for 
uncoated No. 2 offset paper first 
received notice that the price had 
jumped half a cent a pound, to 
$10.45 a hundred. Then on 
Wednesday came an additional 
half-cent jump from several mills, 


‘raised their prices of bond and | raising the hundredweight price to 


$10.95. 

The per-pound price of No. 1 
enamel coated book stock for mid- 
western points first jumped a cent, 


/and last week this was raised by 
|some mills another half cent, the 
| 11.4% 


total increase bringing the 
hundredweight price up from 
$13.10 to $14.60. The increase in 
the fortnight since OPA dropped 


lits controls about matches price 
/increases granted under OPA be- 


tween 1944 and 1946. 

Jobbers here indicated book pa- 
per prices have not yet become 
stabilized. Makers of watermarked 
bond papers, however, have ap- 
parently reached a decision for the 
time being on the amount of in- 
creases. All makers of water- 
marked stock have raised prices 
| $35 a ton for the midwestern area. 
|Prices quoted are f.o.b. and, re- 
| flecting carload rail rates, vary by 


territories. 
| 


| Gets Ginger Ale Account 


| Buffalo Rock Company, Bir- 


Bue 2 Ala., manufacturer of 


Buffalo Rock beverage ginger ale, 
has named Barnett & Keegan of 
| Birmingham to handle its advertis- 
|ing. Bottling industry trade jour- 
inals, outdoor posters and point- 
|of-sale advertising will be used 
|for the present. 


| Adams-Rite Names Irwin 


Howard M. Irwin, formerly sales 
and advertising manager of Sound 
Equipment Corporation of Cali- 
|fornia, has been appointed general 
|sales manager of Adams-Rite Mfg. 
Company, Glendale, Cal., manu- 
facturer of aircraft and builders’ 
hardware and special items. 


A $30,000,000 INDUSTRIAL PAYROLL 


Upwards of 75 thriving manuf 
plants, predominantly metal, wood furniture 
and textile pour into the city of Jamestown 
an annual payroll of close to $30,000,000. 


acturing 


On such a prosperous basis Jamestown grows, 
on such a foundation it is stable, on such 
substance it faces the future confidently. 


Famous trademarks carry Jam 
whole world... The Post-Jou 


estown to the 
rnal notes every 


industrial move in ample coverage. Jamestown 
is full of good prospects for quality products. 


Sell Jamestown and the Chautauqua Region through 


POST-JOURNAL 


JAMESTOWN 
NEW YORK 


teal 
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Lee Hats to Put 
Pearson on Video 


NEw YorK—Drew Pearson, col- 
umnist for Hearst and other pa- 
pers and ABC network commenta- 
tor for Lee Hats, will add tele- 
vision to his list next month when 
he begins a series of half-hour 
programs from Washington, D. C. 
It will be the first commercially 
sponsored video series to originate 
from the nation’s capital. 

Contract for the series was 
signed with the American Broad- 
casting Company by the Frank H. 
Lee Company, Danbury, Conn., 
through the William H. Weintraub 
agency, New York. 

Time for the program has not 
yet been cleared, but it is expected 
to be aired over WABD, the ABC 
television outlet in New York, via 
coaxial cable from Washington. 
Starting date will probably be in 
mid-December. 

Mr. Pearson will have promi- 
nent guests on each of his pro- 
grams, will make his usual prog- 


nostications, and probably will em. 
ploy maps and charts to illustrate 
his commentaries. 


Miamians See Video, 
Courtesy of DuMont 


Under joint auspices of Miami’; 
Station WGBS and DuMont Tele. 
vision of New York, Floridians 
will see video for the first time 
this week at Miami’s 50th Anni. 
versary Exposition, which opens 
Nov. 25. 

Eight DuMont television tech- 
nicians, accompanied to Miami by 
Leonard F. Cramer, executive 
vice-president, and other DuMont 
officials, will set up complete 
transmitting and receiving equip- 
ment at the exposition. Plans are 
to telecast seven hours of pro- 
grams daily, including an Orange 
Bowl football game and some of 
WGBS’s regular programs. 


Names Towne Agency 


W. L. Towne Advertising, Ney 
York, has been named to handle 
the trade and industrial advertis- 
ing of American Hard Rubber 
Company, New York. 


EACH MONTH your ad- 
vertising message calls on 
the potential customers 


Wort’ BUsiM 


one 
IMPORTERS GUIDE 
stags neve oe eae 


CHARTER [ale] MEMBER 


WORLD’S BUSI 


THE EXPORT BUSINESS 
5. E. SITTERLEY & SONS. INC., Publishers - 44@umm 


when you appear in World's 
Business and Guia. You go 
through an open door to the top 
men in management overseas. 


These leaders in industry, government, 
transportation and commerce read these 
publications every month for their extensive 
reports on the American industrial scene and 
their index to responsible American advertisers. 


These are the men who must know your product... 
you have a key to them in World's Business and Guia. 


2 Editions—Every Month 
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«| Parents’’ Notes 


standing of how the community | 


|to the manager of the Pacific|handled by Joseph T. Connolly, 
and the parents need to work to-| 


Northwest Newspaper Association, | who becomes director of program- 


2)th Birthday; 
Honors Stassen 


New YorK—Harold E. Stassen, | 
firmer governor of Minnesota, was | 
p esented with Parents’ Magazine’s 


a). nual award for outstanding serv- | 


gether to assure children their fair 
chance in the world,” she said. 
She emphasized, however, the 
continuing need for higher edu- 
cational and _ spiritual environ- 
ments; “education adequately fi- 
nanced and freely available; . 
competent and adequately paid 


| ous | 
pre <M 
Armed Forces 


Harry W. Hawley (Army) has 


‘ -| joined H. M. Klingensmith Com- 


pany, Canton, O.,advertising 


with offices in Portland, Ore. 

Robert L. Zurcher has_ been 
/named Northwest Pacific district 
|manager for the home appliance 
| department of General Mills, Inc. 


| Buys Video Show 


| Radio Cinema Theatres Corpo- 


|ming, effective Dec. 1. 


| 


‘New Marketing Service 


Offered to Inventors 
National Merchandisers has an- 
nounced a marketing service for 
|new inventions, designed for the 
{small or average inventor and 


ico to children at the magazine’s teachers; free textbooks and sup- | agency. tte wale ete eee ‘covering engineering analyses, 
Both annual birthday party here| Plies”; health services, and “a cur-| Stephen Groseck (Army) has | vision production, “Mr ” Metgen- rn ee ree ae 
ns ie SS riculum adapted to _ individual | formed seeeeeee ier eee Public | thwirker’s Lobbiies.”’ - fantasy iy | conte eeteas necessary in ac- 

aie ol ou , i j . ini anagement, a counseling | cial : : . 
‘h- ff The program, which also fea- ag ag gee ggead ates ao at eon S. Michigan Ave., | ween — yo lg ee ed An outline of the firm’s methods 
by tured Katharine F. Lenroot, chief | 'Y ee, | Chicago. transaction 1s said to be the first|is described in the booklet “A 12 
vel of the children’s bureau, Social|#"4 the handicapped. Emanuel A. Mower (Army) has | tyne in the tg a 1s10N | Point Program for Inventors,” 
nt@security Administration; Mary _—_—_—— joined John M. Sweeney Company, | dunce an takevikens toe he hal which may be obtained by writing 
ete vargaret McBride, radio commen- eS Boston, publishers’ representative. | Chased hr a waa Gaekaee ao to National Merchandisers, 28 E. 
‘P-B tctor, and a debate on the Federal P. ‘ John J. Daniels (Army) has cern for future film Foleeian ” | serem St, Cooney 14. 
ee 4id to Education Bill between Dr ; — oy 7. — —_ | joined Cory Snow, Inc., Boston ad- | P vy 
»  e : "| formed at. ate St., Springfield, | vertising agency, as new business | wore pe eee 
ge John K. Norton, American Coun-| yacs to produce public relations | mesieger and acum executive. | Names Ferguson, Bloom | BEESON Seek ee 
of cil on Education, and Dr. George and educational shorts and tele-| Luther Banker (Navy) has| Wm. E. Ferguson, who for the| Hie — FILLI 

S. Benson of Harding College, was vision programs on films. Sales|joined the Tullis Company, Los past six months has been writing | 

broadcast in different sections over offices will be established shortly | Angeles agency, as radio time|in the news room of Station} § NG - 

the ABC, Mutual and NBC net-|in New York, Chicago and St. | buyer. | WCAU, Philadelphia, and Rudolph | ‘ ADDRESS! = 
ew works and WMCA, New Seth. task. President of Se new com- | et Isaacs face) og “% A Bon, eee of a of Qa Seo oe 
’ > i pany 1s win H. Kasper, presi-| join oremus o., New York, ation : ave been ap- 
dle sonal cried page rddape — dent of Kasper-Gordon, Boston/as account executive. pointed publicity and personnel | TOE LEVER SHOP. Inc. 
lis- ye 1 k ' radio production and transcription | H. Stewart Tremaine (Marine directors, respectively. Both of | “ . 
bergjents’, also spoke. studios. ‘Corps) has been named assistant! these departments formerly were 


Mr. Hecht pointed out that the 
magazine, which has just passed 
the 1,000,000-circulation mark, has 
helped in the last two decades “in 
the rearing of 10,000,000 children.”’ | 


For United Nations Work 


Mr. Stassen received the medal 
for his work at the San Francisco 
conference of the United Nations 
and as a member of the American 
Association of the United Nations. 

He cited statistics showing a de- 
crease in real wages among the 
nation’s teachers since 1940 and a 
consequent reduction in the supply 
of well-trained teaching personnel. 
Mr. Stassen urged “our leaders of 
industry and finance to make their 
views known on this need before 
we talk tax reduction.” 

To publicize teachers’ pay, he 
advocated that “a thousand news- 
papers across the country print on 
their front pages their local teach- 
ers’ salaries and the earnings of 
the local bartenders and elevator 
operators.” 

Mrs. Lenroot pointed out that 
the Children’s Bureau is now 33 
years old. Its best known publica- 
tion, Infant Care, “has reached 18,- 


The NEW WRITERS 


with fresh approach are in the ITEM 


Clear, calm analysts of 


world trends and events 


Brilliant, varied, winning 


more readership all the time 


000,000 parents, and has an annual 
distribution of about 1,000,000.” 


Lists Social Gains | 


She cited examples of “social 
gains” in the 20 years since Par- 
nts’ was founded: 

“In 1926 there were 66 deaths 
f mothers from causes associated 

> | Bwith childbirth for every 10,000 
jive births. In 1944 the rate was 
3. In 1926 the number of infant 
leaths per 1,000 live births was 
73, in 1944 it was 40.” 

Youngsters today, she added, are 
aller, better built and better edu- 
ated than they were then. “We 
ave greatly increased our under- 
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Light, bright comments Public opinion — 


on the national scene understandably interpreted 


They have the vigorous ideas 
Item readers subscribe to 


NEW ORLEANS 


Ne) 


Ralph Nicholson, President and Publisher 


READER ACCEPTANCE: Lergest Evening Circulation in Louisiana 
(92% concentrated in the New Orleans market—growing steadily) 


ADVERTISING ACCEPTANCE: Nearly 10,000,000 lines carried in 1945 


CO., NATIONAL REPRESENTATIVES 


Your New 


Selling Force 


in New Orleans 


MONRO 7080 
> 


OFFICES IN 
TSBURGH AND NEW YORK 


SAWYER-FERGUSON-WALKER 
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Clears Up Some Points 
on ANA Study of Films 


To the Editor: Because of the 
press of work in taking over new 
assignments in Detroit, I had not 
had a chance to read your issue of 
Oct. 7 until a few days ago. In 
it, I found the story on Page 76 
under the headline “ANA Study 
Shows Advertisers Swing to Film 
Medium.” 

As you know, I directed the film 
study and wrote the book on the 
findings and in that capacity want 
to add my personal thanks to those 
of the films committee for your 
giving space to this story. One of 
the firmest convictions I reached 
in talking to ANA members is that 
there is urgent need for spreading 
as widely as possible the current 
facts about the film medium. Your 


Eo tos f ai 2 siag! ae “ 
eK 
This department is a reader’s forum. Letters 


es 


carrying this story to the many 
readers of ADVERTISING AGE is an 
important step in that direction. 

I think, however, that it is es- 
sential that any news story of the 
study reflect accurately the com- 
mittee’s findings. Particularly in 
view of the wide readership, I feel 
that you will not misunderstand 
my calling to your attention three 
instances in your story which are 
susceptible of an _ interpretation 
which differs rather sharply from 
the findings in the report. 

These are noted specifically be- 
low: 

The third paragraph of your 
story reads as follows: 

“Although companies planning 
to go on with film programs in 
the next two years total only one- 
eighth of those with film experi- 
ence, the study shows, over 71% 


are welcome. 


of members plan actually to use, 
or at least have a real interest in, 
a film program for promotion of 
educational purposes, and over 
50% of members are looking to 
films as part of their companies’ 
sales training programs.” 

You will notice that this state- 
ment indicates that only one com- 
pany out of eight among those 
which had film experience is go- 
ing on with films during the next 
two years. The statement in the 
report on Page 3 states that “com- 
panies which are not planning to 
go on with film programs during 
the next two years total only one 
out of every eight members with 
film experience, and their positions 
are more than filled by newcom- 
ers into the film field.” The omis- 
sion of the word “not” in your 
story changed the whole com- 
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...@ completely integrated photographic service for the pro- 


Recording studio, editing, animation, and laboratory facilities . . . 


for other film producers and photographic departments of other industries. 


Superior 16mm. duplicates with or without optical effects . ; . black 
and white or full color. Write for further information. 


®@ Sound Stage of 8,000 Sq. Feet 
® Recording Studio with Seven Channels 


®@ Lab Capacity of 112,000 16mm. feet per day 


® Producing films by the 16mm. method 
for 15 years 
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_plexion. [Editor’s Note: Correct; 
_this was an error in interpreta- 
tion. } 

| Toward the bottom of the first 
;.column in your story, the state- 
ment is made: 


sible, for some time at least, to 
make movies, and especially color 
movies, direct on 16 mm, film.” 

If you will read Section F, “Out- 
look for New Materials,” on Page 
40 of the film study report, you 
will find that no such conclusion 
is reached. In fact, there is a 
large group of ANA member com- 
panies who, as the report says, feel 
that results of movies made direct 
on 16 mm. color film recommend 
much wider utilization of this 
practice. [Editor’s Note: The im- 
plication of the report is that a 
large segment do not believe 16 
mm., film is satisfactory; some how- 
ever, use it and find it satisfac- 
tory.] 

Under the subhead “Education 
Is Top Aim,” your report indicates 
that the study emphasized educa- 
tion as “probably the most impor- 
tant postwar field for business 
films .. .” While use of sponsored 
films in education is indeed a very 
important phase, we would not 
be correct in naming this use as 
the “most important.” There are 
many other film activities which 
companies can undertake to apply 
the benefits of the film medium to 
a wide variety of problems having 
to do strictly with a business op- 
|eration. It is only after a careful 
| study of the business needs of the 


'|company that any film program 
_; {can be undertaken. 


In this final 
| program, educational films might 
be included. But again, as the 
| study emphasizes, the needs of the 
| company and the means for using 
| films to meet these needs must 
| precede any decision as to what 
|type of films would best be used 


, | by that company. [Editor’s Note: 
}| The AA report did not imply that 


‘companies would not use films for 
a wide variety of purposes. | 
Again let me emphasize our ap- 
preciation for your willingness to 
carry the original story. Our urg- 
ing additional coverage stems 
merely from the basic fact that 
the more people in industry who 
have the correct information on 
this vital film medium, the better 
they will use it. Toward this end, 
as you may know, it was a deci- 
sion of the ANA films committee 
to make copies of the book “New 
Horizons for Business’ Films” 


“The ANA members covered be- | 
lieved that it would not be pos-| 


available at $7.50 a copy to pec 

outside the ANA membership, * 

may find it desirable to men 
this fact. 

WILFRED F. HowaArp, 

J. Walter Thompson Compan 
Detroit. 
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Beauty with a Reason 

To the Editor: It’s only a “ti 
paper” ad (on the October co 
of Hardware Age, Hardware 
tailer, Hardware World, et 
but it offers: 

1. An unusual assembly co 4 
number of the most highly re. 
garded brand names in the hier 
ware business. 

2. A brand new reason for jea- 
turing a very pretty girl (in 


jewelry by Coro). 

3. The first advertising word 
spoken in behalf of our “brand 
name economy” to the trade in 
which brand names and _ trade- 
marks first became important t 
Americans, back in the days when 
lives depended on the quality of 
guns, knives and axes, rather 
than the shade of lipstick. 

That is why we thought it 
might be of some interest to othe: 
readers of ADVERTISING AGE. 

JERRY NEWMAN, 

Sales Promotion Manager, 

Union Fork & Hoe Company, 

Columbus, O. 


+ +. ¥ 
Gas and Electricity 


Down, Not Up, Since ‘39 
To the Editor: The chart on the 
front page of your Nov. 11 issue 
is very, very, interesting but some- 
what misleading when you come 
to the item “Fuel, Ice, Electricity” 
which shows an increase in price 
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y some 17% ... Because ... 


rtising Age, November 25, 1946 


and I had the opportunity to meet; grant that I keep some measure | it supports. 


The items advertised | to is a 700-line ad which appeared 


A. far as I know there has never} about three score people in the | of idealism or I could never again | would certainly sell, to back up| in the Fort Wayne News-Sentinel 
er. an increase since 1939 in the} various phases of the radio adver- | fight for my country (end of flag-| the Fitz-Gibbon viewpoint and the| Nov. 7, and is unusual as one of 


ric: of electricity at any point in 


tising business. 


Their attitudes,| waving). 


nis country, and to my knowledge | their callousness, their overwhelm- | 


ne.e have been innumerable de- | 
reuses, as evidenced by the num-| jmpressed me very much. 


r of newspaper advertisements 
utlished throughout the country 
he last five or six years by 
jc trie companies announcing 
ate reductions. 
I am well aware that the United 
ta'es Department of Labor, Bu- 
eail Of Statistics, has, in the past, 
lwavys grouped these three items 
wder one classification, but I am 
ow informed that the Consumers’ 
Price Index for moderate income 
amilies lists “Gas and Electricity” 
5s a separate item and that their 
onsumers’ Price Index released 
» all newspapers on Sept. 21, 
946, showed that the index for 
gas and electricity” for the period 
935-1939 was 100%, whereas the 
ndex on August, 1946, for “gas 
nd electricity” was 91.8% which, 
f course, is a decrease of 8.2%. 
I merely thought I would call 
his to your attention as the 
rouping you used under “Fuel, 
te, Electricity” showing an in- 
rease would cause readers, by 
ference or implication, to believe 
hat the price of electricity has 
isen over that period, whereas 
ne fact is that the price of elec- 
tricity has been considerably de- 
reased. 
It is my understanding that the 
Bureau of Labor Statistics, having 
ad this matter called to its atten- 
in in the past by the Edison 


rouping to be changed so that 
he index on the price of “gas and 
lectricity” would be more cor- 
ectly shown than under the for- 
ler grouping. 

There may be other items in the 
ost of living index that have de- 
reased or remained approxi- 
nately the same, but to my knowl- 


‘BRdge gas and electricity have been 


he only services contributing to 
ur present high standard of living 
hich have actually decreased, 
pnd in any charts that you might 
ind it necessary to publish in the 
future, it would be only in the in- 
erests of fairness to use the items 
s used by the Bureau of Labor 
Statistics. 

T. H. Kerrie, 
Advertising Manager, North- 
ern States Power Company, 
Minneapolis. 


vvy 
$42 Wk. Vet’ Explains 
His Previous Letter 

To the Editor: I wrote the $42 
wk. Vet. letter (AA, Oct. 21) and 
| hope this answer will satisfy 
your statement about my “guts.” 

I apologize for having made you 
angry, and I hope you will feel 
different about my personal cour- 
age—that barb hits where it hurts 
the most. Let’s go back five years 
‘o the summer of 1941 when I 
volunteered for the infantry and 
went to Africa and Italy in a rifle 
company. Men learn things under 
ire that no other people on earth 
tan ever know—things like sin- 
terity and brotherhood and indif- 
ftrence to money and personal 
profit. As an officer and company 
toramander for more than 300 days 
an nights in the foxholes I 
wached more than 900 men car- 
ie {.out of my outfit on stretchers 
Y in mattress sacks. The seven 
ces I carry today on my body 
an the indelible memories of 
Mcse days when the chips were 
to\'n represent my contribution to 
Ne “free enterprise” profit sys- 
‘en of modern America. 
believe I have earned the right 
riticize this economic system 
see something wrong with it 
Wii 1out having my personal cour- 
ag: questioned. For obvious busi- 
ne reasons I didn’t want my 


ha .e or my home disclosed. Here | 


§ ae reason why I wrote that ill- 
49 ised outburst. 
everal weeks ago I was sent 
Chicago to a radio convention, 


lectric Institute, caused this| 


ing greed for money and prestige | ter how wrong I am. 


I met 
men who bragged about the deals 
they pulled during the war—how 
they made money—how they 
picked the soft spots in the “serv- 
ice’—how they got meat and new 
cars under the counter. 

Most of these people who swarm 


in and out of the bars and offices | 


are middle men who know little 
and care little about the consumer 
or the quality of the sales mes- 
sages they see and hear. Idol of 
one group is a man who made a 
million dollars from the deck of 
his yacht out in Lake Michigan. 
The relationship between sweat 
and income is so far out of balance 
in the radio advertising business 
that I am convinced there is 
something wrong. That corny let- 
ter was my way of expressing a 
very strong personal emotion. 
Now you know how green and 
inexperienced I really am. God 


| 
Please tell me in a personal let- | 
VETERAN. | 
[Editor’s Note: “Veteran” origi- | 


nally wrote an anonymous letter | 


|to AA, which was published, along | 


with an editorial note inviting him | 
to identify himself privately, in 
the Oct. 21 issue. The above is 
the result. He has identified him- 
self to the editor’s satisfaction, 
but the things he says make us 
squirm. Would any reader like to 
enter the lists? ] 


- 2. 
Offers Copy Suggestion 
To the Editor: Anent the recent 
controversy on retail advertising 
between Walter Hoving and Ber- 
nice Fitz-Gibbon, I am attaching a 
suggested piece of retail promo- 
tion created by the executive sec- 
retary of this association. 
DIaPpERS—For BasBy Boys ONLYy!! 
(This store has everything for 
men) 
I don’t know which contention 


interest aroused in. the store would| the few post-election ads we have 
probably support Mr. Hoving’s|seen. Carrying the signatures of 
position. 29 successful candidates, from U. S. 

Anyway, it’s good fun. 'Senator down to justice of the 


JAMES P. LEpDpy, /peace for Wayne Township, it 
Manager, Merchants Division, | reads: 


Association of Commerce, | “All of us join in expressing 
South Bend, Ind. appreciation to the voters of Allen 
vv |County for their generous support 


Post-Election Ad /at the Tuesday election. None of 


us are foolish enough to think it 
Gets Voter’s Applause 


was our own personal popularity 
To the Editor: The page being|that brought such a victory. All 
sent along in which there is a 


lof us realize that the public-at- 
political ad which reads: “A very large voted for their own individ- 
sincere and humble ‘Thank You’”’’| ual rights and liberties instead of 
is to my way of thinking an ex-|regimentation and control. The 
cellent piece of copy. people want government at the 
It would be of interest, I am|local level—they want integrity 
sure, to many of your readers|instead of looseness, corruption, 
since it gets away from the usual! confusion and mismanagement. 
bit of straight commercial copy. “None of us are gloating—in- 
CaRL J. SUEDHOFF, |stead there is in our hearts a 
Past Commander, Fort Wayne (humbleness and a prayer on our 
Post 47, American Legion, | lips that we may live up to the 
Fort Wayne, Ind. | faith and confidence that you have 
[Editor’s Note: The ad referred | placed in us.’’] 


2 million cars 1s 


The DETROIT NEWS covers the 


An A.B.C. average weekday circulation of more than 400,000 
—the highest ever attained by any Michigan newspaper 
auiiee The Detroit News the most effective advertising 
medium in this market. Note, too, that 75% of this 
circulation is home-delivered! Naturally, The News alone 


can sell the Detroit market adequately and economically. 


HERE 
- 


® in the bucket! 


A, lmos E two million cars produced in Detroit im 


the first ten months of this year—despite productiom 


obstacles—is PROOF that assembly lines. are far from 


idle. But gven that impressive figure is dwarfed, 
by America’s obvious need for 15 million shiny, 
new cars to replace war-weary autos. To 

more tham one million workers. im Detroit, this. 
means long-lasting, high-paying jobs . . . money 
to spend. That’s what makes Detroit a 
stable market to introduce new products 


successfully and maintain high sales 


records for established brands. 


entire DETROIT MARKET! 


OWNER AND 


OPERATOR OF 


RADIO STATIONS WW) 


AND 


WENA 


110 E. 42nd St., New York 17 


DAN A. CARROL, 


J. E. LUTZ, Tribune Tower, 
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WASHINGTON—Department store 
| sales in the U. S. for the week 
‘ending Nov. 9 were 20% greater 
than in the corresponding week of 
| 1945, the Federal Reserve Board 
has reported. 

Dallas, with a gain of 34%, had 
the highest gain among cities, and 
‘the Dallas (11th) district led 
with a 28% sales increase. The 
only decrease from last year was 
reported for Denver, where sales 
were down 9%, no doubt the result 
|of heavy snow storms. 
| Newark and New York showed 
| increases over last year for the 
first time since late September as 
‘the truck strike affecting those 
|cities finally ended. 

% Gain Over Same 
Week Last Year 
Federal Reserve Oct. Nov. 


district and city 26 2 $1) 
UNITED STATES.. 23 17 20 


| 


Boston District .... 34 14 20 
New Haven ....... 31 18 33 
oe a ee 42 16 23 
Springfield ...... 17 12 16 
Providence ...... 21 8 12 

New York District 3 —7 21 


Ae —9 —14 28 
oy >a 5 29 
WEOW: TOT  clerec aw —2 —12 17 


Rochester 
Syracuse q 
Philadelphia District 28 22 13 
Philadelphia 2 

| Cleveland District | 3: 28 21 
Pl iP a ee ee 22 19 16 
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SATE! 


Florida’s Wealthiest 
Sales Market 


The first of Florida's 4'/2 
tioners are here! 


million winter vaca- 
They constitute a rich, easy- 
to-sell bonanza . . . a market that is breaking 
all previous high records! 


Schedule YOUR IMPACT in The Miami Herald 
with the largest circulation in Florida and 
Greater Miami to sell the nation's top spend- 
ers convened here for the pleasure of living 
and spending over $600,000,000. 


“GREATER MIAMI—AN INTERNATIONAL MARKET" 


‘National Representatives 
RY, BROOKS & FINLEY, INC. 


Fodwel Reserve Figures on Department Store Sales 


Nov. 


BUT— YOU CAN'T WIN... 


Advertising Age, November 25, © 34¢ 


. Baneas City ..... 30 33 29 
| Be See we riaae: 1 4 4 
| Oklahoma City .. 19 12 13 
| REEL 2 & hatte Mchoas 5 8 17 7 24 
| Dallas District .... 21 16 98 Prine 
SS eee 20 12 34 * 
| Kort, Worth...... 14 8 24 
|  HROUNROR 5 ts eases 27 26 97 
Cincinnati .....:. 12 24 21 | San Antonio ..... 21 18 2] 
Cleveland. ..<... 23 24 21 | San Francisco Dist.. 28 27 17 
Columbus. ....... 15 33 23 Los Angeles Area. 31 32 18 
UREINE: Foo wb 4 2-6:R% 25 25 23 CmtBOE. «fas ciccs 38 16 1] 
Pittsburgh ...... 55 35 21 San Francisco ... 23 23 13 
Richmond District . 16 8 15 eg” a 21 21 20 
Washington ..... 7 5 15 Salt Lake City ... 24 21 16 
rare 23 10 16 Seattle ......0- 23 21 12 
Atlanta District .... 30 22 15 *Data not available. 
Birmingham ..... 55 * 15 ——_ 
oS a 29 * . . 
Miaka: cs. 23 20 7 ,|Wiedlocher to Ridgwcy 
New Orleans iar tt a Ga 16 18 Ridgway Company, -s— TT Nuis 
Pe wes rig ves = a = has been named to handle the ad 
in ets 24 23 24 vertising of Wiedlocher & Sons 
Indianapolis ...%. 20 17 15 | Springfield, Ill., miller of poultry 
ee eee ee 24 20 24 |and livestock feeds. Radio, »usj 
Milwaukee ...... 26 28 32 |ness papers and direct mail wil 
St. Louis District... 32 25 24 | be used. 947 DIS 
Little Rock ...... 19 12 16 pee ee. aN for Prince 
BOUIsVilI® «...... 24 19 26 : appear o 
a tee fee... 3 27 23 |Names Hope Associates 9°"). 
os” eee 50 30 28 The Southern California SymMplestic, w 
Mianeagetia Etat. phony Association has appointedllvood, the 
og em tagpae epee : Hope Associates, New York, dMpilifolds i 
eee ee (Not available) Re, ser’ : 
Duluth-Superior division of Earle Ferris Companyjio the m 
Kansas City Dist.... 22. 20 15 |to direct public relations for th@Mdesigned 
Denver .......... 34 23 —9 |Los Angeles Philharmonic Or | 
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IN WESTERN MICHIGAN WITH} ::: 
OUT WKZ0-WIEF! at 
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roit by 
ill shor 


If you want to score at least cost with radio in ngton. 
itted te 


Western Michigan (including the important . 


adi 

markets of Grand Rapids, Kalamazoo and wee 
Battle Creek) there’s really no other choice Jackson, 
‘ asting | 

than WKZO-WJEF. Bnd Gre 
ompany 


According to the latest network coverage 
maps, WKZO-WJEF gives you more than 
TWICE as many radio homes as any other 
combination (nighttime )—which means that 
your costs-per-family are nearly 200% higher 
with any other two-station combination than 


i's at 
oe 1 


| GREATER 


they are with WKZO-WJEF. 


Get the data and see for yourself. Write us, 
or Lewis H. Avery, Inc. 
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*F. Crawford of the Chicago Bears did it in 1935 


WKZ®. 


“FIRST IN Kaun pong wees 


in 
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i é 
t> 
Im GRAND RAP 

FIRST at COUNTY (cB 


Both owned and operated by Fetzer Broadcasting Company 


Avery-Knodel, Inc., Exclusive National Representatives 
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: Be oy NBEB Issues Optical 
ap i : fier Advertising Study 
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motion picture associations to gain 
'“recognition for art direction,” and | 
with universities to “carry on re- | 
search on pictorial symbols.” State 


fine the relationship between the 


Group Work Urged | art director and the public.” 
by Bernays to Aid | Should Explain Social Goals 

. . il ‘ qualifying examinations could be 
Ad Art Directors apc Rie calet dae a | set up by the art directors, he said, 


New York—“Group action, pub- | what as a group your responsibil- | _ 30 protect their clients and them- 
lic opinion and law” were urged | ity is to the public, what your pol- | selves from the inefficient or the 
by Edward L. Bernays, public re-| icy is, for instance, regarding pic- | ™°o™mpetent. 
lations counsel, before the Art Di-/ torial truth in advertising . . . on : he ; 
rectors Club of New York recently,|/the perpetuation of false myths Runs Shampoo Test Drive 
as three ways by which these ex-| (such as the omission of Negroes, Duart Mfg. Company, San Fran- 
ecutives could obtain greater com-|in pictures of crowds),” and on/|cisco, has launched a test spot an- 
pensation for themselves and| professional conduct, such as| nouncement campaign in the Bay 
higher standards and greater |“‘posters for subversive organiza- Gal ba guiienate Moker Preeti 
recognition of their profession. | tions.” poo. Daily newspapers Be the 

“Your client must recognize that) He cited as worth studying a| same territory will be used be- 
you are experts in social communi-| new code of the Society of Indus- | ginning Jan. 1. MHonig-Cooper 
cations as well as in decorations, trial Designers (AA, Nov. 11), and|Company, San Francisco, is the 
that you demand respect, that your | he urged the art directors to work | agency. 


An analysis of successful news- 
paper optical advertising has been 
released by the National Research 
Bureau, Chicago. The 24-page folio 
contains three complete sections: 
Advertising of basic appeals used 
by 137 successful optical adver- 
tisers; 12 successful types of op- 
tical advertising with case his- 
tories and comments from users, 
and what to do to increase the 
effectiveness of newspaper adver- 
tising, with suggestions for basic 
copy ideas, a pre-check system 
and ad-evaluation plan. 

Surplus copies of the study, pro- 
duced for NRB clients of “Local 
Display Advertising Trends,” may 
be obtained for $7.50 by writing to 


National Research Bureau, 415 N. 


wil (947 DISPLAY—This new display unit | Dearborn St., Chicago 10. economic status must be commen-/|with the Association of National 
for Prince Gardner Co., St. Louis, will ete surate in remuneration and _ in! Advertisers, American Association eee 
appear on dealer's counters early in security,” Mr. Bernays said. |of Advertising Agencies “and other Ji lo 
2S Bite new year. Made of clear, bent Launches Newsletter ; To “find your place in society,” |similar organizations to explore uper-gu py: 4 
ym plastic, with a base of natural finish PR Chevrolet Motor division of he added, the art directors should mutual interests and gain recogni- \\\ , 
nte rs Page Sh ntlleadls rn eo aie tie eee ines keoe, “accept the social responsibilities tion for such of your ideas and “tO \\\ \\ \\ 
1 a : : demanded by the ethics of any true ideals as you can.” ok + SS \ 
anyfto the merchandise. This display was |letter to its dealers each week eae a e\ \ LUMINESCENT \ 
thd designed and produced by Harve Far- | giving them brief reports on pro- profession. Mr. Bernays sug- Mr. Bernays suggested that the \ — 
Or rill & Co., Chicago. duction, sales, service and other gested that the club draft codes of club also cooperate with the news- tT CARDY-LUNDMARK CO. x” 
items about the organization. ethics and practice, and also “de-| paper, magazine, broadcasters and manasa’ 20% STROM ST. — CUNEASS 


utual Gets New | Me, 
5,000-watt Outlet 


New YorK—The Mutual Broad- 
asting System will get a full-time, 
5.000-watt outlet in Cedar Rapids, 
a, next March 1 when the Cedar 
Rapids Gazette’s new station, 
“GCR, now under construction, 
filiates with the network. 

Mutual now has a dual outlet 
with CBS) in Cedar Rapids’ 
000-watt WMT. 

On Dec. 1, Mutual will add a 
000-watt daytime-only affiliate, 
VWNAE, in Warren, Pa. Other ad- 
litions to the network’s string in- 
lude KWCO, 250 watts, Chicka- 
ha, Okla., which affiliated Nov. 
5; WKRM, 250 watts, Columbia, 
enn., which joined the net Nov. 
8: WTIP, 250 watts, Charleston, 
. Va., which joined Nov. 17, and 


5 


d, 


VWGNI, 250 watts, Wilmington, 
..C., which will affiliate Thanks- 
fiving Day. 


These annexations boost Mu- 
ual’s total number of outlets to 
64. 


ight Develops Over 
ew Station in Dearborn 


Three private firms and the 
JAW-CIO are fighting for owner- 
hip of a new radio station as- 
igned to the Dearborn, Mich., 
brea, home of the Ford local, one 
bf the largest UAW unions. Hear- 
ngs are being conducted in De- 
roit by the FCC and the findings 
ill shortly be submitted in Wash- 
ngton. The station will be per- 
litted to operate on 680 kc. 

In addition to the union, the 
icense is being sought by Hermen 
Radner, president of WIBM, 
vackson, Mich.; Wolverine Broad- 
asting Company, Grand Rapids, 
rnd Grosse Pointe Broadcasting 
ompany. 


...4 Juicy slice of MARKET 


The three million farm folks in this area earn their living 
on the land, but in their taste for manufactured, adver- 
tised products they’re virtually urban. Here is a huge 
prosperous market .. . concentrated in a compact area. 
This means economical distribution. And economical 


se Put your finger down anywhere on the map of Hee 

i Crescent —the states of Michigan, Ohio and Pennsyl- 
vania—and you'll touch either a farm or a marketing 
center. In this rich agricultural region, farmers have but a 
short haul of their products to market ... and a conve- 


bad ¢ your nient trip when they go buying. The Golden Crescent sales, since you can reach two-thirds of these ready-to- 
git wens . contains an average of 781 marketing and buy, able-to-buy farm folks with only three magazines 
0 i . == 
x 48 ov'll & a buying centers per state, as against the U. S. MICHIGAN FARMER, OHIO FARMER and 
gh marke re i\ as _ average of only 349. Short hauls to nearby PENNSYLVANIA FARMER. 
\ Cc | 
rotita \ecti _ a ex thar markets mean lower costs and more profit You'll be a jump ahead in the coming struggle for 
riz" are? - to the farmer—which is one reason why sales by taking advantage of the opportunities in 
garnitieS few are ese ‘oP . ; oes : 
tanilies * 4 reach ae mail buying power is so high in this area. Tne Golden Crescent NOwWw! 
) mill * 
n Fifty yus e 
ut met ymiave .w an 
s5o0U ts © j 
tari proved "active MO pealet The Golden Crescent 
mai what eh samo" aNine 
you det $ ° . . . . . 
oe a Mail OF i “Your distribution may be national, but your selling is always LOCAL” 
= Copyright 1946, Capper-Harman-Slocum. Inc. 2h 
NEW YORK 
LOS ANGELE * ; 
Ye = | PENNSYLVANIA FARMER | _— 
;: ORPOR > P = tn oa 


| 
| 


: e “i j ae 3 4 —_ Minette = oe 
14g i 
lee 
ey 
a 
© SA alles 
4 Be 
_ 7 a sa 
a en “nae eS os 
<4 naa eee ’ “ae aS: tae : 
. ree oe eS ae ee: . 
. came an a 
mi ‘ a oe 
1 —— tt Yee 
] “A ee 
12 eget ee % Ka q ot 
94 , ae nn = os 
16 : PS. ace cceene 0 ieee > ‘ ii : be 
12 =: ‘ Soe rg : 3 Ay, a 
+ a gael res ’ eae 
2 ee a ao 
-_— ggist” i * moe 
Yy Bs es : a o ae! 0 
3 ee : , peay i 
‘ Be — ico 
Duis aS — 
ad Be . | sit 
yONS : 3 nil 
te | 
try Ba ke — —Ct«sS 
‘a 2 aes ¥ a 
ee 
| | 
Le o p 
SE aaa 
| F Pi . 
| f gS 
| | . | Z 
| | ie “7 : 
) | fe efits | 
| ai : ei ome et = | oe 
4 pte oes rast se a fs i es 
Seca hee e o j ™ 
: eo ee <h oe fe 
4 be 
Set aed } Be r i 
oo pe ig aoa 
tea ; Pe ae 
ee Ce Peer 
| sa ee ea > Cae 
eee oa se eee ee ai 2 
— satis 
| fo ee fe 
] ES ee ae ae S ee a 
és _—— eee a - Es gigs — 
a 3 Se eats se ee aa 
é ; ‘ a of su SR RR eee ‘ 
1 sn E : —_—" _- Be eg roe eats ae Cet P 
| fi Sat . ‘ P Bi : er see te ata a i RRS a : aS a 3 
7 : B: ae ; Ea naa Bee | Mma a Re ee ; ge. aR *. 
’ . Wii — RE ee ie Bae ant Le eat : aks 7 . = ae if 
| . ‘fo . 3 ee : ss Se Hs te ee. cag 
| : —_ ae i i ee Bese oe Fs 4 i. ia 
re | : . = ft a : aN eee : sae a so *e ‘Was 
as : P * ee & : s ere ee a 3 E . j Se AG i 
| | > FS _ neni : Se SS a Sees : al ge Bi. a ee 
| j a . P _ F z a eee ee eed Se a ore Gs be sy ee : ee 3. a 4 ; * 7 7 
Eo al c ff = See : eee: = oe! a %, a 
tee sae ff a F : ey eee tea g ¥ : : sa 
: 3 é 4 eee ee Bere eae j “ = 
2 ‘ ee a gee oO $ me 
4 # a Ee ee ae me” 4 a pene k 
| &@ : J ee ; ep Sa. ; Be ale 
x | , ‘ 4 oe : 4 ——— ¢ a Pe se "a ‘ 
ne my - ii , % ee ae ee ee : aa bi ese di ssi me 
ee pe ; serie ey ee se * ie aes a 
- : ef “a ie eA 
mm Rs aie Stra cy 3 oe a ead 
; ee ee ee a Sg es, # ee. 
ee ; eas. at pe i. ———— 
ee Bisa 2 Soe Beers — a 
F " se Se ee as, ; ess ee b' 4 my races Gi tic 
| me ; ti ee ee ae ps : "ig Pe 
| . 3 ; ae : Fe Bee ht, agg RODE . r 
re re re Mord 7 
nae An RRR SS ccentnen et nnmme satin stncncvscinon neo petit aor per ‘3 P i "3 se 
a2 an aaa ease ERE TR EEO ay tv i 
BAG Sem 
ar ; 
onl, 
cae 
ee 
ae 
é eee 
n Hatch 
aan =, 
, — Bi Alam oe 
z a 
feeb % 
— 
. a 
ANG \ - 
1'§ Als) 
\ \ck 4 ‘: 
que SU | | 
iF nts E 
\ ™ 
i 
\ 
=i MAIL WIivIi>IiVvN an Be Se po eee ; 
F “ = a = , y 
r : . o - . 4 ; é : 


cata 


or 

ne a, ce 

ee 

= 

yf 

sie ? 
ons 

ibe 


62 


WTAG Forms Radio Club | 


Station WTAG, Worcester, Mass., 
has organized the WTAG Radio 
Club, open to all high school stu- 
dents in the Worcester and Wor- 
cester County area who have any 
talent or interest in some phase 
of radio. Members will be divided 
into groups according to their in-| 
terests and will be given an op-| 
portunity to use their talents on| 
the air as well as to learn tech- 
niques of the particular vocational | 


choice in radio from members of 
the WTAG staff. 


To Golden Ad Service 


Golden Advertising Service, 
Brooklyn, has been named by Or- 
| ganic Preparations Company, 
| Brooklyn, to handle the advertis- 
‘ing for Phosphorcin, prescription 
formula used in treating nervous 
| disorders. Medical, drug publica- 
tions and direct mail will be used. 


* one contract 
* one copy job and 


Whether You Use All 35 Official State Journals — or 
Just One — Your Advertising Calls for Only: =. 


* One set of original 
plates (per insertion) 


* one monthly statement 


THE MASTER KEY that unlocks 
this multiple medical market is the 
Cooperative Medical Advertising Bu- 
reau—functioning under the sponser- 
ship of the American Medical Asso- 


every member physician in the 42 


status. 


Readership data and details on the 


ARKANSAS Med. Society, 
Journal of 

OAT Oma and Western 

CONNECTICUT State Med. 
ourna’ 

DELAWARE Med. Journal we — 

DISTRICT OF COLUM. 
BIA Med. Annais of 

FLORIDA Med. Assn., 
Journal of 

GEORGIA, Journal of Med. 
Assn. of 

HAWAII Med. Journal 


nal 

NEW ENGLAND 
Med. (Mass. 
NEW JERSEY, 
Med. Soe. of 
NEW ORLEAN 


Suri a 
INDIANA State Med. ngs 
Assn., Journal ef 
lai 


Bureau is published by its own State Medical Association .. . 


Finally, the Bureau expedites your entire state medical advertising 
program by reserving space, ordering and delivering your plates to 
publishers and billing all costs. Through the Bureau, you may readily 
extend your coverage as the sales and distribution picture shifts. 
transaction, ome continuing contact, a nation-wi 


closer examination upon your request. 


COOPERATIVE MEDICAL 


35 member 
Jooreate ADVERTISING BUREAU 
below. 535 N. Dearborn Street © Chicago 10, Illinois 
ALABAMA, Journal ef !QWA State Med. Soc., Journal NORTHWEST MEDICINE 
AutnGa Remains KANSAS Med. Soe., Journal of a Alaska) ee: 


KENTUCKY Med. J 
mares Med. Assn., 


MICHIGAN State Med. Soe., 
eioseues 4 Medicine 


NEBRASKA State 


Med. Jour- New Mex.) 
SOUTH CAROLINA Med. 

Journal of Assn., Jou 
ew Hamp. TENNESSEE p™ Med. 

Journal eof “71 Jou 


Journal 
iF CAROLINA Med, 


ciation. 
Every Journal belonging to the 
reaches 
states represented . . . stimulates 


interest via its local news content, exerts influence through its official 


One 
mar 


State Journal Group are ready for 


State Med. Journ 
OKLAHOMA State Med. "hann 


al of 
PRree a VARA Med. 
RHODE tet Ane Med. J 


ournal 
Med. Assn., OCKY UNTAIN Med. 
a Woolen Utah, Wyo., 


our 
Journal of 
Jour- 


rnal of 
TEXAS State Journal of Med. 

and VIRGINIA Med. Monthly 

WEST VIRGINIA Med. Jour- 


nal 
WISCONSIN Med. Journal 


NEW O 


DEPARTMENT OF LOYOLA UNIVERS! 


The Greatest Selling Power 
50,000 WATTS — CLEAR C 


The Only New Orleans Station 
Using all these means to 
Build Listenership Continuously 


@ 24-Sheet Posters 

@ Newspaper Advertising 
@ Street Car Dash Signs 
@ Point-of-Sale Displays 


Folks turn first to 


Represented Nationally by The Katz Agency, Inc. 


RLEANS 


in the South's Greatest City 
HANNEL — CBS AFFILIATE 


a7 a * ~ ’ 1G AL 


Although the national advertis- 
ing campaign of the ice industry, 
currently aimed at dev>loping a 
new market by promoting the use 
of ice in vegetable displays in 
retail stores, is sure to run over 
$500,000 during the next year, 
1948 efforts will have to be cur- 
tailed unless a larger segment of 
the industry backs the program. 
Only about $300,000—representing 
about 20% of the industry’s ton- 
nage—has been collected the past 
two years, when expenditures 
have exceeded $500,000. The dif- 
ference has come from a “kitty” 
the industry accumulated during 
the years it could not advertise, 
but this kitty will be depleted by 
1947 operations unless additional 
subscriptions are secured. 

* * co 


Watch for a good deal of activity 
—and some _ behind - the - scenes 
maneuvering for position—on the 
newspaper research front. Twelve 
newspapers will issue comparable 
“Milwaukee Journal” studies next 
year, while about the same num- 
ber are currently collecting store 
inventory figures on the New York 
World-Telegram pattern, and at 
least an equal number are experi- 
menting with still another research 
technique: the consumer diary. 
The Milwaukee Journal type study 
is the easiest to make and the 
least expensive; the consumer 
diary the most difficult and most 
expensive. And newspaper men 
generally are extremely anxious 
to avoid too many competitive 
methods, because they realize the 
importance of comparability be- 
a figures for individual mar- 

ets. 


* * * 

Domestic lubricating oil mar- 
kets are being thrown out of kilter 
by excessive exports, especially 
to France, according to opinions 
of petroleum men. There seems to 
be a growing mystery, because 
Europe hasn’t enough use for the 
lubricating oils going abroad. 
Added to that is the somewhat 
distasteful belief that the U. S. 
armed forces left plenty of oil in 
Europe which, oil men say, is 
being hung up in a maze of mili- 
tary red tape. 

co od ok 

Although about 800 manufac- 
turers—notably in the drug and 
cosmetics field—now are reported 
to sell their products under Fair 
Trade, only about 75 of them are 
members of the American Fair 
Trade Council, New York. The 
council’s only drug member thus 
far is Mead Johnson & Co., Evans- 
ville, Ind. 

On the other hand, the council, 
which will hold a Fair Trade 
Forum at the Waldorf-Astoria, 
New York, Nov. 26, includes such 
well known manufacturers in 
other industries as B.V.D., Corn- 
ing Glass, du Pont, Thomas A. 
Edison, Inc., Gillette Razor, Ham- 
ilton Watch, Hoover Company, 
Interwoven Stocking, McGraw 
Electric, Marlin Firearms, Sheaf- 
fer Pen, Simmons Company and 
Stewart-Warner. 

oe * * 

Beer may be back in cans by the 
end of the first quarter of 1947. 
The government is expected to lift 
the ban soon on use of tin plate 
for canning both beer and dog 
foods. Barring supply and pro- 
duction difficulties, American Can 
is reported hopeful of resuming 
beer can production during the first 
quarter of next year. Continental 
Can and American were the big 


A 


tion of Broadcasters. Edward J. 
owner of ABC, however, tells AA 
that this condition may be rem- 
edied soon. 

1 Ke * 

The full-page Collier’s editorial, 
which disclaimed J. P. Morgan & 
Co. control of Crowell - Collier 
Publishing Company (AA, Nov. 
11) was written by William L. 
Chenery, Collier’s publisher, with- 
out the knowledge of Thomas H. 
Beck, president of Crowell-Collier. 
When Mr. Beck read it he wanted 
to kill it, because he felt that the 
editorial was making a mountain 
out of a George Seldes-created 
molehill. But Collier’s had gone 
to press by then. 


Names Shuman Editor 

Ik Shuman has been appointed 
executive editor of Holiday, Phila- 
delphia. He was formerly a re- 


Noble, chairman and controlling) 


es Bee 
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porter for the New York Time; 
The Atlanta Journal, and the ojj 
New York Evening World, an 
later was executive editor 0: thg 
Paul Block newspapers and Th 
New Yorker. More recently he wa 
a consultant to Marshall Fie) 1 o; 
magazines. 


‘San Antonio Express 
Puts FM Station on Air 


The Express Publishing Com 
pany, publisher of the San Ap 
tonio Express and News, gave ; 
dinner for 250 radio distributor 
of southwest Texas as a prelud 
to the inaugural broadcast by th 
company’s new FM station, KYFM 
Nov. 1. 

San Antonio’s Mayor G 
Mauermann issued a proclamatioy 
designating the date as “Fre 
quency Modulation Day.” KYF) 
is the first FM station to take th 
air in southwest Texas. 


Resigns Corbin Account 

G. M. Basford Company, Ney 
York, has resigned the account 
of P. & F. Corbin and Corbi 
Cabinet Lock Company, New Brit 
ain, Conn, 


an expen 
the box holders, but 
drudge at rehearsals t 


teamwork. Excel 


it merits 


| producers in this field before the | 


lw ar. Both spent liberally on pro- 
|motion of beer cans. 
* * ce 

Despite the fact that there are 

only four of them, the coast-to- 

|coast networks always have had 


| difficulty getting together on any-| 


ithing. American Broadcasting 
Company, for example, is still a 
holdout from the National Associa- 


C.M.&H. Offset Printing Co. + 
63 WEST GRAND AVENUE, CHICAGO 10 


a plug 
for 
Petrouchka 


. a great ballet once danced by Nijinsky. It's 


sive performance, not for 
for the dancers who must 
0 win perfect timing and 


lence in offset lithography 


must also be learned by drudgery, and at C.M.&H. 


the performance is so superior to ordinary offset , 


a special name: Veritone* 
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‘Same-Day Ad 
Drive Is Episode 
in Long-Range Plan 


‘Wall Street Journal’ 
Goes After Role as 
National Daily 


New YorK—The Wall Street 
Journal, whose promotion cam- 
paign of reprinting its front page 
the same day in newspapers of 
six cities has caused much com- 
ment, undertook the campaign as 
a part of a continuing drive to 
shake its old financial status and 
emerge as a national daily busi- 
ness and industry newspaper. 

To get the full story, it’s neces- 
sary to go back to the end of the 
golden ’20s: 


On Friday, Oct. 28, 1929, the| 


walls came tumbling down in the 
house which margin built, and in 


| 
| 


the wake of the debacle, more} 
than one company was forced to | 
re-survey its property and pros- | 


pects, among them the Wall Street | 


Journal. At that time the Journal | 


was exactly what the name im-| 
plies, a financial daily, publish-| 
ing a morning and evening com- | 


bination, with a circulation of| 
about one-third the present 87,686. 

How the Journal changed its | 
situation and management concept 
is a story of long-range planning | 
and building. 


Considers Business News 


Like most of the rest of busi- 
ness, the Journal was stunned, by 
the market’s collapse, 


mained stunned for a time. Then| 


it picked itself up and began to 
sift the debris to see what could 
be done. As a strictly financial 
publication, 
had been obliterated, but it still 


| 
| 


and re-| 


its principal market | 


| 


had an editorial organization, and | 


16 offices linked by teletype. As it 


became obvious that the financial | 


business would be a long time re- 
building, the Journal weighed its 
assets in a different field. 
General business publications 
were doing well, but none of them 
appeared oftener than weekly. So 
the Journal in 1934 pulled in Wil- 
liam H. Grimes, then head of its 
Washington bureau, as managing 
editor (he is now editor) and 
headed for national status. The 
financial section, which up to then 
had dominated the issue, was 
moved to the back, and an overlay 
of general business news put on 
the front page. 
newspaper decided on magazine- 


type, roundup articles for the front | 
frequently | 


page. These articles, 

three weeks in preparation, rep-| 
resent the work of as many as 30) 

Journal reporters. 
ee a checks its editorial con- | 
ent. 


Drops Evening Edition 


It wasn’t a rapid operation. Na- 
tonal acceptance didn’t flood in, 


7 yy plague 


ks 


“Holy smoke, I just remem- 
| red — the boss said to put it 
i. the air’ — but over WFDF 


I line!” 


In addition, the| 


and the impression that the Jour- 
nal was purely a financial publica- 
tion lingered. But in 1940, the 
newspaper had dropped its eve- 
ning edition, and held a circula- 
tion of 31,604. In the next six 
years it began to feel the results: 
Circulation climbed steadily to 
87,686 on Sept. 30, 1946, and 3,009 
subscribers were added in Oc- 
tober. 

The circulation was built, Jour- 
nal officials emphasize, without 
stunts or special inducements. The 
paper uses a trial offer of three 
months for $5, whereas its annual 
rate is $18. Its renewal rate is a 
consistent 80%. 

Last fall, at the end of 12 years 
of building, the Journal employed 
Fact Finders Associates to poll 
one-third of its subscribers, ask- 


ing the type of business, position | 
of the subscriber, and his func-| 
tion. It also requested name, 
position and function of ‘“addi- | 
tional readers” of each copy. By 


of circulation, 54% of its sub- 
scribers were in business and in- | 
dustry, 23% in finance, the re- 
maining 23% distributed widely. 
The Journal was obviously no| 


using a second letter, the Journal | longer a purely financial paper. 


racked up 80% replies, which the 
research outfit called phenomenal, | 


and additional readers now amount | for 
agreed that their campaign should | 


to 11/13 of a reader per copy. This 
bizarre figure is retailed wryly 
by Journal men, who normally 
add, ‘‘We’re certain we get more, 
but we wouldn’t count any unless 
their names, positions and func- 
tions were reported—so we’ve got 
11/13 of a pass-on reader.” 


Seek More Advertising 


But more important than the 
success of its study was the analy- 
sis provided. Out of a fair sample 


With these figures in mind, the 
Journal’s board of strategy aimed | 
increased advertising. They | 


be more frequent than other 
media, since their product was a 
daily newspaper. They wanted 
something fresh. And from the 
discussion the idea evolved of re- 
producing the front page of the 
Journal on the same day in other 
newspapers (AA, Oct. 14). 

The mechanical problems were 
obvious. The plan of the Journal 
and its agency, Maxon, Inc., called 
for insertion in newspapers of 


|New York, Baltimore, and Phila- 
|delphia for morning papers, and 
|in Detroit, Chicago, and Cleveland 
/and Pittsburgh afternoon papers. 
This meant that mats of the Jour- 
|nal’s front page had to be com- 
| bined with advertising copy and 
rushed madly to make deadlines 
of newspapers going to press. In 
Philadelphia and Baltimore the 
| Journal misses part of the early 
run. 


Plenty of Action Involved 


The routine for the out-of-town 
newspaper placements goes some- 
thing like this: At 4 p.m. con- 
firmation of newspapers scheduled 
to carry ads; 5 p.m. check weather; 
8:45 p.m. check mats aboard plane 
at airport; return and send ad- 
visory telegrams to newspapers, 
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listing waybill of shipment. Rep- 
resentatives of the newspapers 
meet the planes at the various 
airports, take off their plates. 
This procedure has paid off. In 
Pittsburgh a man from the Press 
couldn’t find his mat, 
plane took off with it still aboard. 


and the} 
|its six-week run next week, has 
attracted 


MINNEAPOLIS 


STAR 


EVENING 


MINNEAPOLIS 


TRIBUNE 


MORNING AND SUNDAY 


MORE THAN 
500,000 SUNDAY, 
400,000 DAILY 


| from 
| media 
| newspapers 


|Cleveland Press carrying a front- | wena . Wien eo ark 


/urging consumers to “Buy by the 


| still hammering away at its new 
‘role of a national newspaper. I 
f\ uses air express for circulation in | 
Me | Pittsburgh, Detroit, Cleveland and 
hia) | Chicago, and expects to expand | 
|its air coverage. Since 1929, it |moted to sales manager. 


The adman stuck to his guns, got|has had a West Coast edition, 
the airline to wire to Cleveland,| which normally takes the New 
‘search the plane (the mat was in York front page, and now accounts 
and | for 13,000 of the 87,000 total cir- 


the Chicago compartment) ' 
fly it back to Pittsburgh in time | culation. 
to run. 


The campaign, which winds up Maine Potato Series 
Urges ‘Buy by Stars’ 


considerable comment 
advertisers, agencies and 


men. Particularly 
through Brooke, 


page story about the unusual cam- 
paign. 

The Journal is pleased with 
the comment, and with the sub- 
scriptions it brought in—although 
the campaign was not primarily 
aimed at circulation. 

Looking ahead, the Journal re- 
cently earmarked additional funds 
for a circulation drive through | gown to one star. 
Doremus & Co. (AA, Nov. 18), is| 


Stars.” 


Promotes Friedman 


Maine Development Commission 
were |has launched an extensive news- 
impressed, with the |Paper and business paper cam- 
; Smith, 


The new program of Maine’s 
potato growers calls not only for 
a complete range of potato packs, 
it was explained, but for simplifi- 
cation of potato grade markings. 
Starting with five stars for “super 
'spuds” and four for “chef’s spe- 
|cial,” the grades range with size 


Charles Friedman, assistant sales 
manager of the communications 
division of Radio Receptor Com- 
pany, New York, has been pro- 


Agency: 


Rogers & Smith 


Monarch Finer Coffee, that famous 
93-year-old Reid, Murdoch coffee 
brand, for years a big favorite among 
Michigan families, builds constantly 
increasing sales through consistent 
advertising in all eight Booth Mich- 


igan Newspapers. 


Booth Michigan Newspapers give Mon- 
arch Finer Coffee practically house-by- 
house advertising coverage in eight 
key markets in Michigan’s Other Half*. 
You’re promoting only half of your 


" por PER 


corre 


scty REID, MURDOS 


Booth Michigan Newspapers. 


Coffee. 


For specific information on 
Booth Michigan Markets, call: 


Dan A. Carroll, 110 East 42nd Street. 
New York City, 17 


* 2,602,055 Michigan buyers live 
outside the Detroit trading area. 


NEWSPAPERS 


GRAND RAPIDS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 
JACKSON CITIZEN PATRIOT - MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 


Michigan Market if you’re not in 


Their combined daily circulation of 
over 360,000. will serve you just as 
effectively as it is serving Monarch 


John E. Latz. 135 N. Michigan Avenue. 
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Sara Anne Hart weighed in at 8 pounds, 11 ounces at Fort Sand 
ers Hospital, Knoxville, Tenn., Oct. 23. She’s the daughter « 
John P. Hart, manager of Station WBIR. . . Another new radi 
baby (born Oct. 26) is Pamela Stirton, daughter of James L. Stir 
ton, assistant to the v.p. in charge of NBC’s central division i 
Chicago. . . And then on Nov. 2 came James Allen Taylor, first chil 
of Tex Taylor, promotion mgr. of the Cowles station, KRNT, De 
Moines, and his wife, Juanita. . . 

An interesting feature of the recent appointment of Sidener & 
Van Riper, Indianapolis, as advertising agency for the Indianapoli 
Star is that Merle Sidener, the Star’s first city editor, and nov 
chairman of the agency’s board, is the only living resident of In 
dianapolis who was present at the birth of the paper in 1903; anc 
Guernsey Van Riper, the agency’s pres., joined the Star later a 
night city editor. Both men continued as city editors until 1910 
when they founded their agency. . . 

Al Kalmbach, pres. of A. C. Kalmbach Publishing Co., Milwau 
kee, has been made an honorary member of the National Mode 
Railroad Association for his “long and outstanding contribution t 
the hobby.” . . Miller Freeman, West Coast business paper pub- 
lisher, and organizer of the Society for the Preservation of the 
Cigar Store Indian, Inc., is working like fury at the society’s ain 
—to spare the wooden Indian “from woodchoppers and simila) 
vandals.” . . 

Chicago artists who flew to Huron, S. D., for the pheasant shoot- 
ing, which began Oct. 31, were Ken Olson, of Olson Designers; 
Herb Ulrey, whose comic strip, “Ayer Lane,” appears in the Chi- 
cago Sun; Bill Kaepke, photog of Standard Studios, and designers 
Dave Chapman and Chick Waltman. . 

An “ad campaign” passed around at a recent luncheon at the 
St. Francis Hotel, San Francisco, announced the engagement ot 


GeRsIS 20)” year 
Congnatulalro “ / 


20TH ANNIVERSARY—E. L. Gersbacher, left, who joined the art department 

of Anfenger Advertising Agency, St. Louis, in 1926 (and never has lost a day 

because of illness), was given a surprise cocktail party by his fellow employes on 

Oct. 25. E. D. Winius, Anfenger — presented gifts from members of 
the staff. 


Eleanor Poley, ad mgr. of Schwabacher Frey Company, and 
Richard Cruikshank, of Albert Frank-Guenther Law. The wed- 


. ding is scheduled for next spring. . . Clare Walsh, copywriter at 


Schwimmer & Scott, Chicago agency, was married to Bill Wright, 
free-lance writer-producer, on Nov. 4 in Chicago. . . A promise 
to marry has been signed between Marilyn Wharton, of the NBC 
central division’s guest relations staff, and George Elrick, copy- 
writer for Belnap & Thompson, Chicago, sales promotion company. 

Al Thomas of KUTA, Salt Lake City, and Harvey Wixson of 
KGA, Spokane, have received a new Philco 1201 each as joint first 
prize winners of a Bing Crosby promotion program contest spon- 
sored by Philco’s western division. . . Leon Meadow, of New York, 
a former copywriter for JWT and Blackett-Sample-Hummert, is 
the winner of first prize ($250) for a half-hour dramatic script 
for a public service series called “World Security Workshop’. on 
the ABC net. Mr. Meadow’s entry was a script entitled “Citizen 
Delavan,” concerning an atom scientist, broadcast Nov. 14. . . 

Evelyn Lampman, educational director of KGW, the Oregonian’s 
station in Portland, won the $500 award in the Dr. Christian script 
contest. Her entry, “To All Men,” was broadcast Nov. 6 on CBS... 

Guest lecturers scheduled for talks before students at the Work- 
shop School of Commercial Art, opening in New York Jan. 20, are 
Paul Smith, pres. of the New York Art Directors Club; Art Direc- 
tors Fred Sergenian, of Y&R, and Herbert Noxon, McCann-Erick- 
son, and Mark Seelan of General Outdoor. The school is something 
new—a “finishing school” for those who have had art instruction— 
and classes will be workshops where advertising art jobs will be 
prepared for actual reproduction... 

Fred Maytag (R), head of the washing machine company i 
Newton, Ia., was elected to the Iowa state senate in the recent 
election. . . Harry G. Hoffman, of the Hoffman & York agency 
and Arthur F. Hall, the Milwaukee Journal’s general ad mgr., were 
members of a delegation of Milwaukee representatives of commerce 
and industry which visited Wisconsin cities to promote good wil! 
and trade with the Wis. metropolis. . . 

Robert T. Mason, owner of Station WMRN, Marion, O., has bee! 
elected president of the Marion Chamber of Commerce. .. And 
Thomas J. McHale, ad mgr. of Dallas, the monthly published by 
the Dallas C. of C., has been elected a nat’] director of the Army 
Air Forces Association, headed by Jimmy Doolittle. . . 

One of the Democrats who survived the landslide of a couple o! 
weeks ago is Frank Knight, promotion mgr. of the Gazette, Charles- 
ton, W. Va. Frank was reelected to the state legislature. . . 
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Advertising Age, November 


Harper Attacks 


Co-op Research — 
at ANA Meeting 


(Continued from Page 1) 
Bureau of Readership’ or ‘Coop- 
erative Analysis of Readership.’ ” 
He found such activities “historic- 
aly as being distinguished by in- 
eptitude, lassitude and bureau- 
cracy,”’ according to a summary of 
his talk released by Mr. Harper’s 
iffice. 

He cited as an example the Co- 
operative Analysis of Broadcast- 
ng, Which left the radio program 
‘ating field last summer, and at 
the same time criticized in effect | 
the Advertising Research Founda- | 
tion, which is engaged in studies | 
f several media under the joint! 
jirection of advertisers, agencies | 
ind the media concerned. 


Urges Joint Committee 

However, Mr. Harper main-| 
rained the right of any group of) 
customers to scrutinize carefully 
heir suppliers, and recommended 
that a joint ANA and Four A’! 
standard - setting committee con- 
{uct experimental research to 
measure readers and listeners. 
Existing procedures, he said, 
have only scratched the surface of 


advertising research. With, re- 
search costs mounting, and the 
wency commission fixed at 15% 


na period of rapidly rising costs, 
he pointed out, new advertising 
esearch funds can be obtained 
mly by a special research budget. 
Industry, he said, should appropri- 
ite 2 to 6% of its advertising 
yudget for research, to insure that} 
he remaining 94 to 98% is “most 
ffectively utilized.” 

Although some advertisers want 
media to pay most of the research 
ill,’ Mr. Harper emphasized that 
he “indirect charges’ thus in- 
olved force advertisers to pay for 
t anyway, even though such re- 
earch is largely beyond their 
ontrol. 

He praised tne utility of reader- 
hip research. “No other advertis- 
ng research has made such a uni- 
ormly significant contribution to 
etter advertising, particularly to 
lacing advertising layout and de- 
ign on a more effective basis,” 
ie said. Although readership can- 
10t always be measured in -direct 
roportion to sales, he pointed out, 

1elps the advertiser to “get his 
ot in the door.” 

A “double header” on advertis- 
ng department organization and 
unction followed Mr. Harper’s 
alk, with W. G. Shanks, assistant | 
dvertising manager, Kraft Foods 
‘company, and J. K. Owen, adver- 
sing manager, National Cash 
egister Company, giving details 
their organization. Although 
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approximately the same size (NCR 
has 40 in ad department, 
the two organizations 
quite dissimilar, due to the natures 
of their businesses. 

The NCR department, Mr. Owen 
reported, does a great deal of crea- 


|tive work, has its own photo- 


graphic studio and window display 
unit, and turns out a vast amount 
of literature of various types. On 
the other hand, Mr. Shanks re- 
ported that Kraft has no copy- 
writers, artists, photographers or 
others on its staff, but depends for 
actual creative work on its three 
agencies and on various independ- 
ent studios. 


Discusses Point of Purchase 


Robert Vance, assistant adver- 
tising manager, S. C. Johnson & 
Son, completed the afternoon ses- 
sion with a discussion of point-of- 
purchase advertising, emphasizing 
that the company invariably pre- 
fers to have its salesmen take this 
material to dealers and set it up 
for them, and that it has been ex- 


| 


Kraft | 
are | 
| Rogers, 


tremely successful in getting sales- 
men’s cooperation. 

At the dinner session Alex 
advertising manager, 
Libby, McNeill & Libby, presented 
a brass tacks discussion of mer- 
chandising acvertising through 
salesmen, emphasizing that best 
results can be obtained only by 
selling the ad program to the sales 
force and making them understand 


the reasoning behind it; by con- 


vincing salesmen that merchan- 
dising really pays off; by actually 
helping them merchandise by tell- 
ing them exactly what to do and 


providing proper tools for them; 


and by keeping them keyed up and 


! enthusiastic. 


His comments on the vital im- 


|portance of merchandising adver- 


tising were backed up by H. B. 
Groseth, vice-president in charge 


|of merchandising in the Chicago 


office of Ruthrauff & Ryan, who 
|declared that every client should 


insist that his agency present a 
complete merchandising plan at 
the same time it presents the ad- 


| vertising plan. 

Tom Young, director of adver- 
'tising of U. S. Rubber Company 
land chairman of the ANA board, 
‘also spoke briefly at dinner, de- 
claring that every adman must be- 
|come increasingly conscious of the 
ibelievability of research, the in- 
tegrity of advertising, the quality 
of advertising, and increased costs 
of advertising. He emphasized 
that more stress must be placed on 
self-regulation of advertising, and 
also that a tremendous amount of 
effort must be devoted to con- 
tinuing to sell American business 
to the American public. 


Challenges Statements 


Mr. Young also took occasion, 
briefly, to challenge Mr. Harper’s 
| assertions on the value of coopera- 
tive research, declaring in par- 
\ticular that the tri-partite re- 


|search conducted by the Advertis- | 


ing Research Foundation has been 
j}extremely valuable. 

| The session wound up with a 
| very brief talk by Paul West, ANA 
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president, who reported that the 
ANA will shortly mail members a 
new book, “You and ANA,” which 
will detail the organization’s com- 
prehensive program for the future 

George Percy, advertising man- 
ager, Bauer & Black, was chair- 
man of the meeting. 


‘Foundation to Study 
Buffalo Car Card Ads 


Readership’ of car card adver- 
tising in Buffalo during March 
will constitute the tenth in its 
Continuing Study of Transporta- 
‘tion Advertising, the Advertising 
|Research Foundation reports. The 
foundation will publish its re- 
port (Study No. 7) on Chicago, 
largest city examined to date in 
this series; is completing field 
work on its Study No. 8 of the San 
Francisco-Oakland areas, and has 
arranged as Study No. 9 a survey 
in New Orleans, based on a Janu- 
lary showing of car cards. 
| Applications for participation in 
ithe transportation survey must be 
filed with the foundation before 
| Dec. 16. 
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CCA, Other Co-ops © 
Plan Magazine Ad 
Campaign: Cowden | 


(Continued from Page 1) 


cooperative members are escaping | Cocperative 


their fair share of taxes. It is be- | 
ing made in the hope that some 
way may be found to end the com- 
petition of cooperatives by legisla- 
ting them out of existence.” 

He termed it a continuation of 
the war which he said had gone on 
in various forms from the very be- 
ginning of cooperative develop- 
ment. 

Mr. Cowden reported the whole- 
sale’s annual volume of business at 
$26,000,000 and its net savings at 
$1,665,000. During the year, the 


association delivered 22,804 car-| 
19,687,377 | 


loads of refined fuels, 


gallons of motor oil and nearly 5,- 
oo 000 pounds of grease to its 
mbers from its’ productive 
nr Much of the oil was ex- 
ported to cooperatives overseas. 


World Oil Co-op Formed 


a result of a meeting in| 
fe, igh wie rg early 
tober, Mr. Cowden said, an agency 
to be cian as the International | 
Petroleum Associa- | 
tion will come into existence when 
cooperatives of 10 countries adopt | 
its articles and by-laws and pledge 
an aggregate of $900,000. It will 
have authorized capital of $15,000,- 
000. While it will begin ‘‘mod- 
estly” as a broker of petroleum | 
products for members, in time it 
will engage in every phase of the | 
petroleum industry, he declared. 

Headquarters of the world oil 
co-op likely will be in New York. 
Mr. Cowden is secretary of the 
proposed oil co-op, and Albin Jo- | 
hansson, manager of Kooperativa 
Forbundet Stockholm, is chairman 


in Oc-| 


DAILY CIRCULATION 
in 37 DOMINATE IOWA MARKETS 


Big stories, small stories .. . 
in fact all stories of local and 
national interest get special at- 
tention from the editors of the 
38) daily of the 


lowa Daily Press 


newspapers 
Association. 
This gives these newspapers 


the touch that builds ‘a tre- 


‘ j ; 
mendous local daily circulation of 
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510.090 . . . the touch that is 


needed to sell your product or services to Towans living in Towa’s 


37 key markets. 


*% Vore than twice as much circulation as 


any 


405 Shops Building 


single Daily 


IOWA DAILY PRESS ASSOCIATION 


newspaper in lowa. 


Des Moines 9, lowa 


ro 


stint SR 


3,100,000 . ; 


| United Nations by 


110% or 


'cials estimate. 


of the board. 

A plea that Middle East oil be 
placed under a commission of the 
United Nations was made by Mr. 


|'Cowden at Zurich, where a resolu- 


tion to that effect was adopted, 


jand he made a similar plea here. 
|The matter will be placed before | 


the Interna- 


'tional Cooperative Alliance, a con- 
jsultant of the social and economic 


council of UN, he said. 

Gordon Nance, agricultural 
economist of the University of 
Missouri, told the meeting 


| 


| Los Angeles office. Mr. 
|joined the agency after 18 


|experience with Sunkist, 
that | 


farm prices now are close to the} 


top, and may be expected to drop 
more in 1947 and maybe 
as much more in 1948. 


KANSAS TIGHTENS 


CO-OP TAX RULE 


TopeKA, Kan.—Cooperatives op- 
erating in this state must prove 
their non-profit exemptions under 
the Kansas income tax law, 


mission has ruled in 


including the Consumers Coopera- 
tive Association, Kansas City, are 
affected by the new ruling, offi- 
The commission 
chairman, W. L. Jungdahl, said it 
has no figures on the amount of 


of the cooperatives have been 
filing returns and others probably 
will be exempt because they can 
prove they are not profit-making 
organizations, he explained. 

The commission has ruled that 
cooperative earnings which go into 
reserves or are not credited to 
members’ accounts are subject to 
the Kansas 2% corporation tax. 
Dividends actually received by 
members will fall under the state’s 
1 to 4% tax on individual incomes. 


Ad Rates Stable 
as Costs Rise, 
15 Dailies Say 


NEw YorK—Combined line rate 
for 15 major daily newspapers, 
represented by Paul Block & As- 
sociates, has risen from $4.25 in 
1941 to $4.85 in 1946, an increase 
of only 14.1% compared with a 
25.5% increase in_ circulation, 
which rose from 1,819,582 in 1941 
to 2,283,800 in 1946. 

The comparison was submitted 
in a letter to ADVERTISING AGE by 
Herbert W. Moloney, president of 
Paul Block & Associates, in com- 
menting on the advertising cost 
survey in ADVERTISING AGE Nov. 11. 

He pointed out that increases 
in costs include higher over-all 
production costs and an increase 
of more than 50% in newsprint 
prices. 


Chicago Agency Men Get 
Newspaper Net Story 


The first Chicago presentation of 
the American Newspaper Adver- 
tising Network’s basic color-slide 
story was made at a meeting held 
at the Ambassador East Nov. 12, 
attended by 62 agency executives. 

The showing was followed by a 
dinner, after which Edward D. 
Madden, executive vice-president 
of the network; Oliver M. Pres- 
brey, midwestern sales manager, 
and Marion Harper Sr., ANAN re- 
search counsel, conducted a ques- 
tion and answer session for the 
gfuesis. 


Ford to Dieceatiinns 


Tractors for Ferguson 


Ford Motor Company, Dear- 
born, Mich., will discontinue the 
manufacture of tractors for Harry 
Ferguson, Inc., Detroit, its sales 
ind distribution outlet, on or about 
June 30, 1947. After that time 
Ferguson will manufacture its own 


tractors. Ford will continue t 
make Ford tractors after June 30 
and will distribute them throug 
independent distributors and 


dealers. 


the | 
|state’s revenue and taxation com- 
ordering | 
‘them to file income tax reports. | 

Some 500 cooperative groups, | 


|'money which will accrue to the. 
state as a result of the edict. Some’! 


| Geissinger 


Advertising Age, 


Geissinger Quits 
BBDO; Ferguson, 
Neally Promoted 


Los ANGELES—W. B. Geissinger, 
| vice-president of Batten, Barton, 
|Durstine & Osborn, has resigned 
from active management of the 
Geissinger 
years 
of advertising and merchandising 
Lord & 
Thomas and others. He opened 
BBDO’s’ Hollywood office, and 
launched the Los Angeles office 
more than four years ago. 

A. W. Neally, vice-president and 
account executive in the San 
Francisco office, will succeed Mr. 
as head of the branch 
here. He joined BBDO two and 
a half years ago as account ex- 
ecutive for Standard Oil of Cali- 
fornia, after 25 years of food, drug 
and automotive experience han- | 
dling such accounts as Stokely-Van 


, York, since June, 


November 25, 15 6 


Camp, Ralston Purina, Fals ajf 
Brewing Company, Delco I gh; 
and National Cash Register. 

C. H. Ferguson, vice-pres) ‘ep; 
in charge of the San Fran. isco 
office, has been appointed \ eg 
Coast manager for BBDO, 5y; 
will retain his San Francisco ; jst 
He joined the agency in 1749 
after associations with The Ay er- 
ican Weekly, Curtis Publis! ing 
Company and Erwin, Wasey & 


‘Lincoln Names Light A.M. 


William G. Light was appoi! ted 
last week as advertising man: ger 
of the Lincoln division of Ford 
Motor Company, Detroit. He iad 
served as assistant to Frank J 
Denney, Lincoln sales manazer, 
when Mr. Denney was Cadi'la 
ad manager. 


-WNEW Promotes Herbert 


Ira M. Herbert, national sules 
director of Station WNEW, New 
1945, has been 
promoted to vice-president in 
charge of sales. 
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for Lagging Sales 


Combine these three factors and you see why 
WSGN produces such outstanding sales results 
. To dominate this rich market always buy 


Alabama's leading station — WSGN 


ALABAMA'S BEST BUY FAR! 
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AMERICAN BROADCASTING COMPANY 


THE NEWS-AGE-HERALD STATION 
. Represented Nationally by Headley-Reed 
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Adveitising Age, November 23, 


‘Push Money’ Hit 


in Ist FIC Trade 
Practice Meeting 


(Continued from Page 1) 


mssioner Mason advised. ‘We 
want you to give us any and every 
suzgestion you think will serve to 
elevate the standards of fair trade 
in your industry. 

‘Draw up rules and put them in 
your own language. Don’t try to 
ioll them up with a lot of legal 
yghraseology. If a rule complies 
with the law, we are for 
will accept it.” 

He cautioned the industry to do 
a thorough job.” “if..you don’t 
cover all the problems bothering 
you, don’t blame us if we come 
1 with a few suggestions.” 

As the specific proposals were 
argued, discussions were followed 
losely “-by members of the cos- 
netic industry—next on the trade 
ractice calendar—who were lib- 
prally represented. 

Park & Tilford’s proposal to ban 
push money,” unless payments 
are made “with the knowledge of 
employer or principal,’ drew a 
laugh in aé_ generally bitterly 
serious discussion. 


SOP ic SO + Us 


The Rit delegation rallied to a 
proposal by Boyle-Midway out- 
lawing ‘push money, spiff, or any 
bonus, gratuity or payment” with 
apacity or tendency or effect of 
1using the purchasing or consum- 
ng public into the erroneous be- 
ief that such clerks or sales per- 
n is free from any special inter- 
st or influence or is not so sub- 
idized or paid by such a mem- 
an. 
Rit was also disturbed by defi- 
itions of ‘all purpose” and “all 
abric’’ outlawing their use in pro- 
notion or in trade names “unless 
ie product can in fact serve its 
irposes equally safe and 
ith and for all classes and kinds 
articles, substances and ma- 
erials.” 
Among the 
ules was one by 


innovations in the 
P&T, already 


it and | 


well | 


inder FTC complaint for Tintex | 


kivertising. P&T proposed that 
TC “make reasonable efforts to 
ispose of complaints by confer- 
e and conciliation before in- 
tlituting proceedings” and that it 


‘ve industry members concerned | 


the opportunity to present their 
ntentions and proof to an im- 
artial conciliator by arrangement 
tween the commission and the 
istry member concerned.” 


Cites Venician History 


Before the conference started, 
mmissioner Mason noted that 
fenice lost its standing as a mer- 
ile nation during the 15th cen- 
when morals were imposed 
Jusiness by the Doge and the 
neil of 10. 
‘he day has come when indus- 
must take from the shoulders 
sovernment responsibility fo1 
thics, lest we suffer the same 
’ the commissioner argued. 
Siggestion for the conference 
come from P&T, which pro- 
i that alleged evils of Tintex 


by nanagement 
ner of the Central 
le: asthe source 

ily business 
&v 3 in the na- 
40r 5 greatest in- 
Us rial area 


1946 


advertising were general through- 


out the industry, particularly in 
the advertising for All Purpose 
Rit. 


Under the trade practice confer- 
ence technique, FTC investigators 
visited each firm in the industry 
to search for “bad habits,’ and to 
urge members to attend the con- 
ference with definite proposals in 
mind. 

For the next two weeks, indus- 
try members will be free to sub- 
mit additional suggestions. FTC 
will soon call a public hearing on 
a proposed set of rules which it 
will distill from these suggestions. 
The commission will then promul- 
gate the final rules. 


Zilf-Devis Boosts Two 


Charles J. Trenkle, midwestern 
sales manager of Ziff-Davis Pub- 
lishing Company, Chicago, has 
seen promoted to sales manager 
f the book division. Madeleine 
fohnson, former assistant to 
George Berner, general sales di- 
rector of the company, has been 
1amed assistant director of the 
book division. 


Watch Workers 
Pledge Industry 
Cooperation in Ad 


ELGIN, Itt.—The American 
Watch Makers Union provided a 
contrast to renewed threats of na- 
tionwide strikes this week with a 
full-page newspaper ad saying its 
members are “proud to work” for 
Elgin National Watch Company. 

The copy, appearing in the Nov. 
18 Elgin Courier-News, was au- 
thorized, paid for and unanimously 
approved by the membership of 
the, independent union, according 
to Walter Cenerazzo, who said a 
similar stand will be announced 
in home city publications of the 
Hamilton Watch Company, Lan- 
caster, Pa., 
Company, Waltham, Mass. 

Declaring that the union is 
“truly democratic,” the ad points 
out that “we have stood.side by 
side with management’ -to fight 
our common enemy..«. The in- 
dustry still has its problems, but 


and Waltham Watch | 


there are no problems which can- 
not be licked when management 
and labor join hands.” 

T. Albert Potter, Elgin presi- 
dent, said “it is heartening to 
every Elgin official to read the 
union pronouncement that it is 
set up to work side by side with 
management and is pledged to 
creater and better production. 

“The Elgin National Watch 
Company subscribes unreservedly 
to the added statement that ‘We 
are proud of the way our union 
works with management, because 
we know that true security comes 
from full production; and full pro- 


duction comes only when _ labor 
and management enjoy” each 


other’s full confidence.’ ”’ 


Shulton Names Doorty 


John C. Doorty has resigned 
from Batten, Barton, Durstine & 
Osborn, New York, to become ad- 
vertising director of Shulton, Inc., 
New York manufacturer of Early 
American Old Spice and Friend- 
ship’s Garden toiletries and Leigh 
perfumes. Mr. Doorty was _ for- 


67 
merly an American newspaper 
foreign correspondent in Europe, 
and during the war served as 
public relations officer with Gen- 
eral Chennault’s 14th Air Force 


in China. 


Hixson-O’Donnell Names 
Vincent Clausen V.P. 

Vincent Clausen, account execu- 
tive of Hixson-O’Donnell Adver- 
tising, New York, has been elected 
vice-president in charge of mer- 
chandising. Mr. Clausen  pre- 
viously was associated with the 
advertising department of Devoe 
& Raynolds Company, New York 
paint firm, for 18 years. 

He has also served as_ sales 
manager of thé Alco-Gravure di- 
vision of Publications Corpora- 
tion, as account executive with 
McCann-Erickson, and as_ vice- 


president of the E. T. Howard 
Company. 
Appoints Mercready 


Winters Stamp Mfg. Company, 
Elizabeth, N. J., manufacturer of 
plastic signs and marking devices, 
has appointed Mercready & Co., 
Newark, to handle its account. 
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The Greatest Regular Carrier 


Home Delivered Circulation 
In the History of The DETROIT TIMES 


Over 250.000 families in the Detroit Retail 
Trading Area have the DETROIT TIMES 


delivered to their homes every day of the 


family circulation 
DETROIT TIMES. 


OD NEWSPAPER .. . 


to two-room flats! 


ME DETROIT TOES 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 


week ... a true cross-section of the Detroit 


Retail Market that extends from mansions 
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PHI BETE IN PARADISE 


A man with combustible viewpoints, 
Fred Crawford draws no valentines from 
Phil Murray or from Eric Johnston 
either. But even his severest critic admits 
his managerial savvy. 


In 1933 Thompson Products was a dying 
duck: by 1946 Crawford* had quarter- 


Pts 
i 


backed the Cleveland firm past the $50 
million mark in annual sales. FORTUNE, 
in its December issue, reveals the pun- 
gent facts about this Phi Beta Kappa 
from Harvard who reigns volubly in his 
profit-snagging (and non-union) Paradise. 


Each month ForTUNE— which originated 


*See ‘Thompson Products,”’ p. 147, FORTUNE, December, 1946 


No. 10 in the “Men of Adventure’’ series 


the Corporation Story—brings sharp 
light to 210,000 subscribers (a million or 
more readers) off the topmost shelves of 
management. Only in FORTUNE can these 
men find the exciting chronicle of the 
mid-century’s Great Adventure toward 
a civilization truly industrialized. 
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RIBUTE TO BARCLAY—Scheduled for January posting by Gulf Oil Corp., 
his No-Nox gas poster was one of the last commercial paintings done by 
McClelland Barclay before he was commissioned by the Navy in 1940. Put 
side because of Gulf's change of theme during the war, the poster will be 
used as a tribute to the artist, who was lost in the Solomons Sea in 1943. 


ENTRAL COUNCIL MEETS IN CHICAGO—Agency men in attendance at the 
meeting of the central council of the Four A's, held Nov. 14, included, left to 
right: Robert B. Barton of BBDO, vice-chairman, central council board of gov- 
ernors; Arthur R. Mogge, Arthur R. Mogge, Inc., chairman of the center coun- 
il board of governors; Sigurd S. Larmon of Young & Rubicam, chairman of the 
board, Four A's; Frederic R. Gamble, Four A's president, and Lorry E. Northrup, 
twin, Wasey & Co., secretary-treasurer of the central council's board of 
governors. (Story on Page 51) 
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T FOUR A'S EASTERN MEETING—Left to right: Stanford Briggs, McCann- 
rickson; James W. Young, J. Walter Thompson Co., chairman of the Adver- 
ising Council, and Paul West, president of the Association of National 
Advertisers. (Story on Page 70) 
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New York council, which held the meeting. 


3. Grady & Co.; A. W. Lehman, president of Advertising Research Foundation, 


TWO-IN-ONE — Vuepak, product of 
Monsanto Chemical Co.'s plastics divi- 
sion, is used for this special holiday gift 
package, fabricated by Crystal Tube 
Corp., Chicago, and holding two 
"fifths"’ of Seagram whisky. 


COMPETITORS CHAT—Found  gab- 
bing amiably over cocktails during the 
annual meeting of the Grocery Manu- 
facturers of America in New York Nov. 
18 were W. O, Dillingham (left), a 
vice-president of Best Foods, and Grel 
Pound, executive vice-president of 


Kraft Foods. 


FLYING EXHIBIT—This streamlined ex- 
hibit of the Atlas Supply Co.'s postwar 
automotive and aviation products is in- 
stalled in the cabin of a Douglas DC-4 
airliner which has been specially out- 
fitted as an "Atlas Sky Merchant" to 
tour the U. S. and Canada for dealer 
meetings. 


ENJOYING A JOKE AT NEW YORK COUNCIL, FOUR A'S—Left to right are Lee Brantly, Crowell-Collier, vice-president, 
Periodical Publishers Association; Harold B. Thomas, vice-chairman, New York council of Four A's; Robert B. Grady, Robert 


and George O. Muir, Muir & Co. 


NCY LEADERS—Panel chairmen and other leaders at the recent eastern meeting of American Association of Advertis- 
Agencies in New York included, left to right: William B. Lewis, vice-president and radio director, Kenyon & Eckhardt; 
Yergil D. Reed, associate research director, J. Walter Thompson Co.; Gerald H. Carson, vice-president and copy direc- 
Benton & Bowles; Deane H. Uptegrove, partner and art director of Alley & Richards Co.; Ray Vir Den, executive vice- 
President and general manager, Lennen & Mitchell, and Harold B. Thomas, Pedlar & Ryan, vice-chairman of the Four A's 
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YOUR LOCAL CHEVROLET DEALER 


WOMAN'S ANGLE—Ease of handling, appealing to women drivers, is featured 
in this 24-sheet poster, appearing on approximately 10,000 boards for the new 
Chevrolet. 


CMA INTERLUDE—Between sessions of the Grocery Manufacturers of America 
ennual meeting at New York's Waldorf Astoria Nov. 18, Wilmot P. Rogers 
{second from left), advertising manager of California Packing Corp., chats 
with C. C. Culp (left), vice-president and sales director of Stokely-Van Camp. 
Listening in are two other Stokely-Van Camp officials, R. N. Peterson (far right), 
advertising manager, and Frank Flaherty. (Story on Page 6) 


GROCERYMEN GET TOGETHER—Dan Kilfoyle (left) of the Grocery Manu- 

facturers of America gets the views of three delegates to GMA's annual meet- 

ing in New York during a pause between sessions Nov. 18. Left to right from 

Mr. Kilfoyle are Jerry Neuman of Joseph Martinson & Co.; Harry Minard of 
C. F. Mueller Co., and W. H. Maichle of the Beech-Nut Packing Co. 
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PIN UP PREMIERE—Lee Swimplay-Suits, here demonstrated in full-page Wom- 
en's Wear Daily copy, will receive initial national promotion next month 
through Hicks Advertising Agency, New York. 
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Agencies Must Cut 


Free Services, 
Four A's Told 


Page 69) 


NEw YorK—The answer to the 
profit problem of the large ad- 
vertising agency is to charge the 
client for numerous services now 
provided free, Ray Vir Den, ex- 
ecutive vice-president and gen- 
eral manager of Lennen & Mitchell 
and chairman of the management 
panel discussion of the American 
Association of Advertising Agen- 
cies, told a press conference fol- 
lowing the sessions of the Four 


(Pictures on 


A’s regional council here last 
week. 

The meeting was attended by 
some 1,100 agency people, topping 
any previous Four A registration. 
The delegates flocked to panel dis- 
cussions on copy, production, art, 


research, management and media. | 


The hunt for 
tinue, Mr. Vir 
more agencies 
charging for 
preduction 
publicity. 


profit will 
Den said, 
likely to 
radio audition 
efforts, research and 
Large agencies. are 
hardest hit, he declared, saying 
that agencies below $1,000,000 
billings are making good profits; 
those in the $2-5,000,000 bracket 
are holding profits on a fairly 
stable keel and larger agencies are 
watching profits dwindle sharply. 
Advertising agencies lag 10 
years behind the rest of business 
,in their accounting procedure, Mr. 


con- 
with 
start 

and 


Superb Artcopy 
from Kodachrome! 


Again and again our customers tell us that ours are the only 
Kodachrome prints that consistently possess those qualities needed 
in artcopy for fine printing plates. 


Our many repeat orders tell us,.more forcibly than words, that 


these users of color have found it 


better to work from our Chromart 


Prints than from Kodachrome transparencies. Our clients are 
major agencies, national advertisers, engravers and litho houses 


from coast-to-coast! 


Custom-fabricated to the size needed to fit your artwork, Chromarts 


make a dramatic presentation. 


Being on paper, they can be re- 


touched as desired. Best of all, platemakers obtain optimum repro- 


duction from fine “flat copy.” 


Chromarts, sir, are backed by 8 


years of making color prints that 


are right for platemaking. Priced from $48 to $115. Write! 


Frank 


Miller Laboratories 
FORMERLY PHOTOCHROME 
846 N. Fairfax, Hollywood 46 


‘ Vi fpgee % 
Altre cdg, 


Scores of long-term WJW adv 


soar ae ae 
a winning combination! 


BASIC aia 
ABC Network 


ONALLY 


LONG TIME PARTNERS — 


Wy 


Chief Station and Cleveland 


nity means profitable sales for new advertisers, too. means 


plenty of bucks in quick new business. 


PLENTY BUCKS 


‘ 


ertisers have found Cleveland's 
- responsive daytime audience 


is two-in-one market opportu- 


BY HEADLEY-REED. . 


Vir Den emphasized, and called 
attention to the work done by 
Ira W. Rubel in developing spe- 
cialized accounting techniques for 
the agency business. 

William R. Lewis, vice-president 
of Kenyon & Eckhardt, reported 
in similar fashion in the radio 
production sessions, which cen- 
tered ‘on four topics—talent costs, 
package shows, recorded network | 
programs and need for new ideas. 

The talent portion was devoted | 
primarily to discussion of current | 
AFRA negotiations, as well as| 
implications of the proposed) 
American Authors Authority and| 
the influence of the Radio Writers’ 
Guild. The package show problem | 
is getting closer to solution, Mr. 
Lewis said, with talent organiza- 
tions now willing to provide 
breakdowns of talent costs and in 
some cases to reshape shows. 


Says Crosby ‘Test’ Unfair 


The trend to pin the possibili- 
ties of recorded network radio 
shows to the rise and fall of Bing 
Crosby’s Hooperating was de- 
plored by Mr. Lewis, who de- 
clared that the rating is not sig- 
nificant, that the important ele- 
ment is the reaction of the 
audience to a transcribed show. 
Only 7% of the radio audience 
knew the original broadcast was 
iranscribed, he reported. 


The new idea session was dis- 
tinguished by _ self - castigation, 


with agencies admitting that they 
had taken a_ short-range view- 
_oint, and had insisted on proved 
shows for a certain Hooperating, 
rather than develop new material 
and talent. Talent organizations 
were accused of the same fault, 
with the additional charge that 
‘alent agencies have talent on a 
long-term basis, and_ logically 
ought to be concerned with new 
shows and stars. Harry Acker- 
man, vice-president in charge of 
radio operations for Young & 
Rubicam, headed this portion of 
the discussion in the panel. 

The media panel, headed by 
E. A. Elliot, vice-president of 
Campbell-Ewald Company, heard 
H. H. Dobberteen, head of media 
for Benton & Bowles, on the new 
farm paper study; T. N. Tveter, 
Erwin, Wasey & Co., on evaluating 
magazines; William Maillefert, 
Compton Advertising, on radio, 
and J. W. Egan, vice-president of 
the Toledo Blade, who told the 
group about the new mat shrink- 
age ruling of the Newspaper Ad- 
vertising Executives Association: 


Discuss Plastic Plates 


Production panel discussions 
centered on plastic plates and 
run-of-paper newspaper color ad- 
vertising. The panel chairman, 
John J. Quinn, of Pedlar & Ryan, 
said the production men agreed 
that plastic material for plates is 
here to stay, that it will stand up 
to 75 mattings, that as a molder 
with wax or lead it is satisfactory. 
Louis D. Young, of the Indianapo- 
lis Times, told the group that 
many newspapers can now take 
run-of-paper color advertising, 
that standard colors and rates are 
in the offing, and that national 
schedules will be possible shortly. 

The art panel, headed by Deane 
Uptegrove, of Alley & Richards, 
agreed that uniform buying 
methods, including use and orders 
similar to space insertions, 
needed. 

The copy panel heard W. E. Mc- 
Keachie, vice-president and 
rector of the creative department 
of McCann-Erickson, who asserted 
that advertising mirrors the pub- 


lic’s interest, and that a copy- 
writer working on most com- 
modity accounts today can feel 


certain that the public is vitally 
interested in what he has to say. 
James F. Egan, vice-president and 
copy chief of Kenyon & Eckhardt, 
said public relations copy often 
neglects to catch the public’s in- 
terest, because it is primarily 
written for the advertiser. Har- 


are | 


di- | 


’ e 
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old S. Barnes, assistant national 


director of the Bureau of Adver- | 


tising, ANPA, asserted that read- 
ership isn’t sales measurement, 
and advocated basic research in 
the field by the copywriter him- 
self. 


Tyler Discusses Copy 


The copy panel also heard Wil- 
liam D. Tyler, copy chief of 


| Doherty, Clifford & Shenfield, who 


advocated a wedding between the 
hard-selling copy of the 1920’s 
and the readership-conscious copy 
of today. Bernice Fitz - Gibbon, 
advertising director of 
Bros., gave the national copy- 
writers a lecture, asserting that 
they “got away” with generaliza- 
tions and exaggerations impos- 
sible in the retail field. Ger- 
ald H. Carson, vice-president and 
copy director of Benton & Bowles, 
was panel chairman. 

In research, the group heard 
Vergil D. Reed, J. Walter Thomp- 
son Company’s associate director 
of research, advocate the divorce 
of research from promotion; Wal- 
lace H. Wulfeck, vice-president of 


Gimbel | 
evidenced by the McCall’s stu‘; 
i;and Victor H. Pelz, who discussed 
‘the Traffic Audit Bureau’s Fort 


Federal Advertising Agency, vho 
said media research tends to re. 
sult in a promotional gimmick 


and that research prompted by 
promotion is often biased by, 
methods or intent; John Ca; les 


vice-president of Batten, Bar op. 
Durstine & Osborn, who said ja; 
until the Starch studies sta) ie 
estimates of readership of ma2a- 
zine advertising often ranged fi» 
2% to 200% of the magazi) e's 
total circulation; D. E. Robinson 
of LaRoche & Ellis, who pointed 
out the increasing interest o; 
women readers in advertising a: 


< 


Wayne study. 
The principal 
evening session was Henry R 
Luce, editor-in-chief of Time. Mr 
Luce, 
Orient, told the assembled adme: 


that American business men were 
needed and welcomed abroad, and 
increased participation in 
trade to build a world- 


urged 
foreign 
wide $500 billion economy. 


Hs 


/ 


136 FEDERAL STREET 


UP in circulation! 
UP in advertising linage! 


With top-flight writers, artists, au- 
thorities every month, Outdoors’ out- 
standing editorial quality continues to 
win thousands of new and loyal read- 
ers year after year. Today, g 
guarantees a 300,000 (ABC) circula- 
tion — representing a 300% cir- 
culation increase in seven years! 

Paralleling this sensational gain in 
readershi 
advertising 
360.7% in six years — concrete 

roof that Outdoors is a tremendous- 
iy powerful sales-building medium in 
the sportsman's field. 

Keep these facts and figures in 
mind as you make up your advertising 
schedules for 1947: 

INCREASED CIRCULATION -— 
up 50,000 to 300,000 ABC. 


BETTER PAPER — good now, 
but our aim's the best. 

MORE PAGES — increased ed- 
itorial support for you! 

BEST IN EDITORIAL CONTENT 
— more of it... quality only. 

NEW AND DIFFERENT EDITO- 
RIAL FORMAT—increased reai- 
er attention. 

To reach 300,000 spending spor’s- 
men from coast to coast — to s:! 
quality 
quality magazine — 


TO GO OUTDOORS! 


utd gers MAGAZINE 


@ 
A 

S 
0 


utdoors 


and influence, Outdoors 
linage climbed 


reader-buyers through 3 


IT'S TIME 


BOSTON 10, MASS. 
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fresh from a trip to the 
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ewspaper Ad 
Service Gross 
ear $1,000,000 


*HICAGO — Newspaper Advertis- 
ye Service has handled a gross 
f $875,000 of national advertising 
1 Weekly newspapers since the 
et of this year, Raymond B. 
oward, president of the NAS, 
told «members of the advisory 


son, Heouncil of the National Editorial 
nied Massociation here recently. 
> a “NAS has made a remarkable 
S asferowth since we started in 1943,” 
Udy: fhe said. “‘With our gross this year | 
issed ive are approximately a million- 
Fort fho\lar business. If it had not been 
)» strikes and other factors I am 
he fue we would have gone farther.” 
t Don Eck, treasurer of NAS, told 
Mr.fome 170 weekly newspaper pub- 
‘hefMshers, state association repre- 
imenfentatives and others that week- 
werefes can expect to run much more}! 
and@ational advertising as production 
1 inf§ncreases. 
orld- W. O. Maxwell, assistant man- 


ager, consumer relations, Interna- 
tional Harvester Company, urged 
that member publishers join the 
Audit Bureau of Circulations. He 
also advocated clarification as to 
vho represent the weeklies in the 
dvertising field, and ‘‘an evalua- 


veekly newspapers. 


. B. Hurd Dies; 


Ke “i 
elped Organize 
ewspaper Net 
PROVIDENCE—Franklin B. Hurd, 

9, advertising manager of the. 
ad rovidence Journal-Bulletin since 

ZZ 934 and a member of the execu- 

ive committee of the newly or- 
anized American Newspaper Ad- 
ertising Network, which he 
elped to establish, died Nov. 19 
ya the Robert Brigham Hospital, 
oston, after an illness of more 
han a month. 
Mr. Hurd started with the news- 
2! aper 28 years ago as advertising 
it epresentative, was made retail 
dvertising manager in 1922 and 
lead of the advertising depart- 

au- Brent in 1934. He was active in 
sut- Bounding the New England Ad- 
; to Bertising Bureau, and was a for- 
ad- mer director of the Newspaper 
sors PP(vertising Executives Associa- 
ula. oO" and a member of the board 
oir. f governors of the New England 
ws! aily Newspaper Association. 

| in SOSEPH ULLMAN 

ors CINCINNATI—Joseph Ullman, 45, 

ed ice-president in charge of sales 

rete Md advertising, Red Top Brewing 

Ous- mpany, died Nov. 6 after a brief 

1 in Meness. Mr. Ullman was also presi- 

of the Parkway Industrial 
oad Company, which he 

B in med to’ operate a freight sub- 

sing system here. 

-- BXANK S. CRAIG 
iicAGo—Frank S. Craig, sales| 
ov, esentative for the past six 
s for National Petroleum News 
Petroleum Processing in the 
ed- ago territory, died Nov. 17 in 
‘nswood Hospital after a short 

ENT ss. He was 55. 

nly. , ; , 

tTo- Pc vis Replaces Swing 

rad: ABC News Co-op 

ierican Broadcasting Com- 

s commentator, Elmer Davis, 

ors ntly heard Monday and Tues- 
sll evenings on a cooperative 

o. orship basis, will expand his 

ule to five times weekly 
ng Jan. 6, taking over the 
esday - Thursday - Friday 

7 casts now done by Raymond 

>: 3 


Swing, the network an- 
ed, will retire from radio 
ing his Jan. 3 broadcast to 
e his time to writing and lec- 
but will return to ABC with 
-minute program some time 
in 1947. 


| 
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Last Minute News Flashes 


'C&O Announces ‘Pay as You Go’ Plan 


CLEVELAND—The Chesapeake & Ohio Lines’ Robert R. Young will 


announce in advertisements in 109 
and in business newspapers and 

You Go Train Travel” plan. Und 
for his reservation either at ticket 


newspapers in 54 cities next week 
“executive magazines” a “Pay as 
er the plan a passenger may pay 
window or on the train. Credit 


cards will be issued to hold Pullman space reserved by phone. Kenyon 


& Eckhardt handles C&O advertisin 


&g. 


Department Store Cooperative Show Postponed 
CuiIcaco—“The Big Show,” a department store cooperative radio 


show, scheduled originally for MBS Fridays, 9:30-10:30 p.m., 


ginning Jan. 1 (AA, Nov. 18), 
Schwimmer & Scott, agency handlin 
down when only 18 stores signed 
had been expected to sign. 


has been postponed indefinitely. 
g the project, said the show bogged 
for participation. More than 200 


Kieran Almanac Gets Coast-to-Coast Promotion 


NEw YorK—An almanac edited 


by John Kieran, of “Information 


Please” fame, and published by Dan Golenpaul, under whose direction 


“Information Please” is broadcast, 


is being promoted in Life and in 


newspapers throughout the country Nov. 25, through J. M. Mathes, 
Inc., New York. The almanac also received a plug on the “Information 


Please”’ broadcast Nov. 20. 


Dailies, Radio Promote Ne 


w Marxman Pipes 


NEw YorK—Marxman Pipes, Inc., will introduce a line of Marx- 
man Heirloom pipes ranging from $100 to $2,500 through a leading 


store in each major city. 


The stores will promote them through full 


page newspaper ads and spot radio. 


Benny Skyrockets 


from 9th to lst 


ion program of basic readership | 
nformation” proving the worth of | 


in Hooperatings 


New YorK—The top 15 Hooper- 
rated evening radio shows under- 
went considerable reshuffling dur- 
ing the first half of November, 


with Jack Benny’s NBC carryings- | 
Strikes skyrocket- | 


on for Lucky 

ing from ninth to first place. 

rating jumped from 22 to 27.2. 
Bing Crosby’s Philco show, rated 


His 


J. L. Taylor Named. 


WAA Ad Director 


WasHINGTON—John L. Taylor 
has been named director of ad- 
vertising for War Assets Admin- 
istration, ‘‘to direct and coordinate 


the advertising work of all the 
regions which now are working 
with local agencies under con- 
tracts executed by the regional 
offices.” 

In addition, Mr. Taylor is to 
have general supervision of the 


fourth in Hooper’s Oct. 30 report, | National advertising, which is to 
and Eversharp’s “Take It Or Leave| be handled by Fuller & Smith & 


It” rated 15th, dropped from the 


picture in the Nov. 15 report. Into | 


the 14th and 15th brackets, respec- 
tively, 
Peet’s Judy Canova show and! 
General Foods’ Baby Snooks show. | 

Johnson Wax’s Fibber McGee | 
and Molly, leading the top 15 with} 
26.8 on the preceding’ report, | 
skidded into fifth place. 


moved Colgate-Palmolive- | 


Ross, New York and Cleveland. 
Mr. Taylor, who has been with 
ithe WAA for many months, filled 
a post vacant since the resignation 
of Carl K. Hart in September. He 
will work under the supervision cf 
Northrop Ciarey, WAA_ deputy 
director for information and ad- 
vertising. Arthur H. Fulton and 
Walter L. Lukens’ have’ been 


‘named deputy directors of adver- 


More Sets in Use 
Average evening sets-in-use 
(31.9), the average evening rating 
(10.2), and the average available 
homes (79.7) were all up com- 
pared with the preceding report 
and with the corresponding report 
last year. The total sponsored hour 
index (71%), however, was up 
compared with the last report 
(6914), but down compared with | 
a year ago (82). 
The top 15: 
Jack Benny 
Bob Hope 
Charlie MeCarthy 


oe te bo bS LS BS te te 
es 


3, Oo ae ee . 
Fibber MeGee & Molls 1.7 
Red Skelton ...... F $.1 
Radio Theater ... 1.9 
Amos 'n’ Andy ... 31.3 
Walter Winchell 20.8 
Mr. District Attorney 20.3 
Screen Guild Players . 19.7 
Bandwagon .. rr 9.2 
| Great Gildersleeve . 16.7 
Judy Canova ....: 16.6 
Baby Snooks ale waa). are Svea kre abe 16.1 
Procter & Gamble’s “Right To 
Happiness” on NBC topped the 


leading 10 weekday programs on 
Hooper’s Nov. 15 tally. In contrast 
to the evening listening figures, 
daytime sets-in-use (15.7), aver- 
age rating (4.5) and available 
homes (68.9) were down compared 
with the last report and one year 
ago. The daytime total sponsored 


hour index (8634) was up fron 
the last report (8312) but down 
from one year ago (89). 

The top 10: 
Right to Happiness ‘8 
When A Girl Marries 7.4 
Aunt Jenny is 6.9 
Stella Dallas 6.8 
Ma Perkins (CBS) 6.8 
Lorenzo Jones .... 6.6 
Young Widder Brown 6.6 
Romance of Helen Trent 6.6 
Breakfast in Hollywood (Kel- 

SOE vedas wena ; . 6.5 
Pepper Young's Family ‘ 6.4 
Portia Faces Life 6.4 


tising. 


‘Marketers Name Hurd 
Foreign Trade Chairman 


The American Marketing Asso- 
ciation has appointed Arthur 
Hurd, director of media research 
for J. Walter Thompson Company, 
New York, chairman of the foreign 
trade committee. Dr. Vergil D. 
Reed, associate director of JWT, 
will act as general consultant. The 
committee’s objectives are (1) to 
prepare an analysis of foreign 
markets for United States exports, 
(2) to outline sales channels and 


advertising and promotion facili- 
ties available for selling United 
States products in foreign mar- 


kets, and (3) to outline the place 


land function of marketing people 


in world trade. 

Committee members include 
Raymond Robinson, Crowell-Col- 
lier Publishing Company; William 
S. Herrington, International Pub- 
lic Opinion Research, Inc.; Hector 
Lazo, Sunshine Biscuits, Inc., and 
Wroe Alderson, of Wroe Alderson, 
Simon & Sessions. 


Schenley Boosts Heyman; 
Zulauf Transferred 


Louis P. Heyman, with Schenley 
Distillers Corporation, New York, 
cince 1933, except for three years 
in the AAF, has been promoted to 
assistant to Clarence H. Heyman, 
general sales manage} national 
accounts. He will share responsi- 
bilities for sales of all brands 
steamships, railroads, airlines, and 
other national accounts 


ot 


to 


Donald Zulauf, who joined 
Schenley’s subsidiary, Three 
Feathers Distributors, Inc., in Chi- 


cago as central division merchan- 
dising manager last November, has 
transferred his headquarters 
New York to become assistant ad- 
vertising manager. 
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WILSON SPORTS EQUIPMENT CO. 
36 38-40 CENTER STREET RUTLAND, VERMONT 
ALMOST SELLOUT—This full page 
placed in Sports Afield by Wilson 
Sports Equipment Co., Rutland, Vt., 


ee Pesrr at 
OMSECT REPELLENT 


brought in more than 20,000 responses | 
totaling more than $350,000 in business | 


and almost swept the shelves bare. 


Ad‘s Response 
Almost Swamps 
Sports Company 


RUTLAND, Vr. — The advertising 


was so_ successful that 
Sports Equipment Company, here, 


almost found itself suddenly out} 


of business, 
This paradoxical state of affairs 


came as a result of a page ad in| 


the September issue of Sports 
Afield which swamped the com-'| 
pany with more than 20,000 re- 


sponses, more than 90% of which 
were orders. By last week, Frank 
M. Wilson, president, had hired 
eight more workers for the mail 


order force, and was somewhat 
ruefully contemplating empty 
shelves. 


Orders, he estimated, amounted 
to more than $350,000. Said Mr. 
| Wilson: “Never in our long ex- 
perience have we enjoyed 
phenomenal returns.” 

The ad placed by Wilson offered 
10 items of sports merchandise 
complete with prices and instruc- 


tions as to how to send in prepaid 
orders. All items offered were 
surplus military equipment. 
Bothwell Gets 
* 

G. Washington 

New YorkK—American Home 
Foods, Inc., will move the G. 
Washington coffee account from 


Ruthrauff & Ryan, New York, to 
W. Earl Bothwell Advertising 
Agency, Pittsburgh, New York 
and Hollywood, on Jan. 1. 

Currently, the largest part of 
the G. Washington budget is being 
spent on “Surprise Party,” a 
twice-a-week audience participa- 
tion show on 52 CBS stations. 

Bothwell also handles Duff's 
mixes for American Home Foods. 

George E. Kelly, director of 
parks of Allegheny County, Pa., 
will join Bothwell’s Pittsburgh of- 
fice Jan. 1 as copy chief and 
count executive. 


acC- 


Fry Resiqns BBC Post 
Stephen Fry, for the past five 
years program operations man- 
ager for the British Broadcasting 
Corporation in the North Ameri- 
can office in New York, has re- 
signed. Sam Slate, assistant 
gram operations manager, will 
take over Mr. Fry’s duties pending 


appointment of a successor. Mr. 
Fry’s future plans were not dis- 
closed 


4 Sign Video Contracts 

U. S. Rubber Company, General 
Mills, Chevrolet Motor division of 
General Motors and Campbell- 
Ewald Company have contracted 
for time on the American Broad- 
casting Company’s television sta- 
tion in Detroit when it gets into 
operation some time next year. The 
station is now under construction. 


Wilson | 


such | 


pro- | 
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Nielsen Damns 
Hooper ‘Diary’ 
as Inaccurate 


CuicaGo—The Diary method of 
radio program ratings, as em- 
ployed by C. E. Hooper, Inc., to 
supplement its telephone coinci- 
dental method in 32 four-network 
cities (AA, Sept. 30), has just re- 
ceived a five-page analytical 
spanking from A. C. Nielsen Com- 
pany, which employs a mechanical 
Audimeter to record listening 
| habits. 

The Nielsen statement described 
the diary method as a “desperate 
effort” by Hooper to cure radio’s 
| program rating ills. 

Nielsen starts off by quoting 
this Hooper statement: “The pres- 
ence of the Diary attached to a 
| listening set, just like the presence 
of an Audimeter (of A. C. Nielsen 
Company) cannot help prompting 
people to listen more than homes 
/not being sampled.” 

This statement, Nielsen empha- 
|sizes, “is, to say the least, mis- 
_leading. . . There is no similarity 
whatever between the Diary and 
the Audimeter: 

“1. Unlike the Diary, the Audi- 
|}meter does not 


affect either the 
| quantity of listening or the choice 
of programs,” because “the Diary 
| is prominently in sight at all times, 
but the Audimeter is out of sight, 
is silent, has no effect on the 
physical operation of the radio re- 
ceiver, and does not affect its 
acoustical performance. 


Other Differences 


“2. The Diary requires constant, 
| laborious recording by every indi- 
vidual in the family — while the 
Audimeter, being fully automatic, 
requires no action whatever. 4 

“3. Diary families are ‘gen- 
erously rewarded’ for their work, 
while Audimeter homes receive 
‘only a very nominal compensa- 
tion.’ 

“4. Diary families are urged (to 
use Hooper’s words) not to ‘let the 
Diary make any difference in what 
you listen to.’ 

“Could anyone,” Nielsen asks, 
“think of a more certain way to in- 
sure artificial listening. Audi- 
meter installations have been per- 
fected to a point where only a neg- 
ligible minority of the homes even 
understands that the Audimeter 
measures the stations or programs 
to which they listen. 

“5. The Diary involves so much 
work for the family that it is im- 
possible to use the same home con- 
tinuously,” as is done with Audi- 
meter. 

The Nielsen company also 
serted that “the Diary method of 
home selection (involving the use 
of the mails and the offer of gifts) 
inevitably produces a sample 
which is not typical in... quan- 
tity of listening or type of pro- 


as- 


grams heard, because the homes 
secured are... willing to answer 
letters, abnormally interested in 


radio, willing and able to keep de- 
tailed records and/or abnormal]; 
interested in in need of com- 
pensation.” 

The Diary research method, 
Nielsen added, “thas been tried for 
years and found wanting in so 
| many respects that we are, frankly, 
rather surprised that anyone is at- 
tempting to revive it at this late 
date except for the measurement 
of station audiences in small cities 
where Nielsen Radio Index serv- 
not financially practicable 
pending development of new types 
of Audimeters adapted to this 
cific need.” 


Moves Editorial Offices 

Ohio Hotel & Restaurant 
Monthly has moved its editorial 
and publication offices to 7 Fifth 
Ave., Youngstown, O 
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Similarly, in selecting Chicago newspaper advertising media, it’s wise to Jeffer 
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The Chicago TIMES offers that type of circulation. It goes home each “ye 
hasn’t 
evening to approximately a half-million representative Chicago families. 
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And 96 per cent of these families are concentrated in Chicago and suburbs, me 
tumk 

close to your metropolitan retail outlets. You can reach this responsive ae 
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